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A lot of people have a hard time 
distinguishing between publicity and 
advertising. They can now get an 
exact definition from Miss Clara 
Bow. 

* * * 


Mark Twain said and the late 
Tom Marshall repeated that what 
this country needs is a good five-cent 
cigar. Now comes the president of 
the canners’ association with the 
assertion that what the country 
really needs is a good, practical can- 


opener. 
* * *” 


Many of our most distinguished 
citizens would agree to this, pro- 
vided they could amend the resolu- 
tion to substitute for “can-opener” 
the word “cork-screw.” 


* * * 


President James Farrell, of the 
Steel Corporation, told the canners 
that the containers they buy each 
year consume one-sixth of the steel 
tonnage. After looking over the re- 
mains of the Sunday picnics in the 
country, one is astounded to learn 
that the percentage is so small. 


* * * 


A miniature golf magazine prom- 
ises to teach its readers “subtle” 
ways of attracting patronage. If 
there is anything less subtle than 
a miniature golf course, it hasn’t 
yet been made public. 


ADVERTISING AGE published a car- 
toon showing an industrial advertis- 
ing agency turning down a million- 
dollar lingerie account. The car- 
toon should have shown the agency 
being reorganized into one special- 
izing in million-dollar lingerie ac- 
counts. 

+ 


* * 


The J. Walter Thompson Com- 
pany eavesdropped on a cake in the 
act of getting itself baked, and with 
the aid of microscopic photography 
got a lot of advertising ideas for 
Royal baking powder. And still 
they say a watched pot never boils. 


* * * 


John Howie Wright says that 
“Who’s Who in Advertising” re- 
ported the names of advertising men 
with black eyes, but failed to tell 
how they got them. 


* * * 


Mr. Wright also noted that 4 per 
cent of the inmates of “Who’s Who 
in Advertising” were “undecided” 
on the wet and dry question. He 
suggested that this distressing sit- 
uation could easily be disposed of 
by offering them a drink. 


* * * 


One of the G-E refrigerator pro- 
motion booklets, it is reported, will 
tell housewives what to do with left- 
overs. And indignant husbands, fed 
up on bread-pudding and such, will 
tell their wives what to do with G-E 
refrigerators. 


* * * 


Some of the radio manufacturers 
will bring out receiving sets which 
incorporate clocks. And Big Ben 
may retaliate with an alarm-clock 
that includes the music for at least 
one daily dozen. 


* * * 


Fashion, says Amos. Parrish, is 
always logical. And yet isn’t Fash- 
ion the lady who once was the 
author of bustles? 

Copy Cus. 


CANNERS HEAR 
OF PLANS FOR 
1931 CAMPAIGN 


MeNary-Mapes Bill Has Paved 
the Way 


Royal F. Clark, chairman .of the 
advertising committee of the Na- 
tional Canners’ Association, an- 
nounced at the annual meeting of 
the organization in Chicago this 
week that its advertising campaign 
would begin within a year and on a 
greater scale than originally con- 
templated. 


He explained the delay as due to 
a decision to hold up the advertising 
until the McNary-Mapes amendment 
to the Food and Drugs Act is 
made operative. The bill, which was 
enacted July 8, 1930, authorizes the 
Secretary of Agriculture to estab- 
lish definite standards for canned 
food products, excepting meat and 
milk, which are already subject to 


regulation, and to promulgate a 
form of label for sub-standard 
goods. 


Framed the Bill 

The proponents of co-operative 
advertising were responsible for the 
framing and introduction of the bill, 
as they believed the advertising 
could not be successful unless grad- 
ing were made uniform throughout 
the industry. 


Mr. Clark said the advertising 
would combat prejudices against the 
container and the form in which 
canned foods are prepared, as both 
were found to exist in a three-month 
test campaign last spring, for which 
radio was used. MacManus, Inc., 
Detroit, is the association’s agency. 


Paul V. Dunbar, Assistant Chief, 
Food and Drug Administration of 
the Department of Agriculture, 
said the McNary-Mapes amendment 
would not apply to the 1930 pack, 
but was unable to tell the advertis- 
ing-minded exactly when the work 
would be completed. 


So far as establishing standards 
are concerned, Mr. Dunbar said this 
would be largely up to the industry 
itself. The Department’s task of de- 
ciding upon the wording of the label 
for sub-standard goods, however, is 
causing some perplexity. 


Suggested Label 

The first wording suggested was 
“Below U. S. Standard—Legal— 
Wholesome”. Representatives of the 
canning industry objected to this 
phrasing. 

As the matter now stands, Mr. 
Dunbar said, the Department is con- 
vinced that “Below U. S. Standard” 
alone is not sufficient to carry out 
the purpose of the act, as it would 
create a misleading impression in 
the consumer’s mind. The Depart- 
ment favors some such qualifying 
statement as “Low Quality but 
Legal”, to which the packer will be 
permitted to add any truthful state- 
ment he wishes to tell how the goods 
deviate from the standard. 


President C. E. Hume told the 
convention that one of the most po- 
tent factors in increasing consump- 
tion of canned goods would be to 
put a good can opener in the hands 
of every housewife. He declared 
that openers should be distributed 
through the grocery trade without 
profit. 


Agitation of one division of the 
newspaper group for more favorable 
recognition of hotel bulk sales was 
defeated at the monthly meeting of 
the board of directors of the Audit 
Bureau of Circulations in Chicago 
January 16, as reported in ADVER- 
TISING AGE of January 17. 

Some concessions were made to 
this group, however, by a decision to 
provide space in Paragraph 10 of 
the new newspaper form for the 
breakdown of bulk circulation which 
publishers are already required to 
make by existing rules. 

The board also instructed the 
managing director and the commit- 
tee on the new newspaper form to 
investigate the possibility of includ- 
ing bulk sales in a separate para- 
graph on Page 1, to follow para- 
graph 8. 

The board revised its rulings on 
premiums with this edict: 


Rule on Premiums 


“When evidence comes to the Bu- 
reau that premiums have been given 
with subscriptions, without the au- 
thority of the publisher, the Bureau 
shall take such steps as may be 
found practicable to ascertain how 
many subscriptions have been sold 
with said premiums and to disclose 
all the facts as to the validity of 
such subscriptions that are required 
to be ascertained when premiums 
are offered or authorized by pub- 
lishers direct. 

“In case the premiums have been 
furnished by a subscription agency 
or other publisher the entire pro- 
duction of subscriptions for the pub- 
lication by such subscription agency 
or publisher shall be set up in the 
Audit Report as premium subscrip- 
tions and if, by verification letter or 
other test, it is shown that some of 
these subscriptions have been taken 
on such terms as would disqualify 
them from the net paid classifica- 
tion under the premium rules, de- 
ductions shall be made from the 
total number of subscriptions fur- 


A. B. C. Revises Its 


Rules on Premiums 
at January Meeting 


nished by the subscription agency 
or other publisher in the same pro- 
portion as the number of disquali- 
fied subscriptions in the test bears 
to the total number of replies re- 
ceived in the test. 

“If the evidence in the test reveals 
that the premiums have been fur- 
nished or authorized neither by the 
publisher nor the subscription 
agency, but by individual solicitors 
(be they employes of the publisher, 
subscription agency or other pub- 
lisher, or be they independent sales- 
men) all the subscriptions produced 
by the solicitors involved shall be 
set up as premium subscriptions and 
the same tests of validity of those 
subscriptions shall be made and the 
same ensuing procedure shall be 
followed concerning them as pre- 
scribed in Paragraph 2 of this sec- 
tion.” 

Publisher’s Statements 

The following rules were adopted 
governing the release of Publisher’s 
Statements: 

“In order to be released, Pub- 
lisher’s Statements must be filed 
with the Bureau when due, that is, 
within one month after the close of 
the period; provided that, on appeal 
by the publisher, the Board of Di- 
rectors may review the reasons for 
the publisher’s failure to file state- 
ment within the prescribed period, 
and may, at its discretion, order the 
tardy statement released. 

“If at the time a Publisher’s 
Statement is ready for release the 
auditor’s findings for that period 
are available, the auditor’s findings 
must be placed at the publisher’s 
disposal and the Publisher’s State- 
ment must be made to accord with 
those findings before being released. 


“If the publisher declines to sign 
such statement, either because he 
questions the accuracy of the find- 
ings of the auditor, or for any other 
reason, the Bureau shall issue a spe- 
cial statement for that period, in 


(Continued on Page 11) 


cago this week. 


Carolina. 


Last Minute News Flashes 


Sporting Goods Distributors Condemn Browning Policy 

A resolution condemning the new sales policy of the Browning Arms 
Company, of St. Louis, and refusing to service Browning guns, was 
adopted by the National Sporting Goods Distributors Association in Chi- 


Browning recently adopted a mail order sales plan, but offered jobbers 
and dealers a 10 per cent discount from the retail price. 


Carolina Tax on Radio Receivers Held Invalid 


Washington, D. C., Jan. 23.—Taxation of radio receiving sets by states 
was held unconstitutional as interference with interstate commerce in a 
decision by the Federal District Court for the Eastern District of South 


Chain Opens Units in Sears, Roebuck Stores 


Minneapolis, Minn., Jan. 23—The Kroger Grocery & Baking Co., 
Cincinnati, is opening its third grocery and meat unit in a store of Sears, 
Roebuck Co. here, the others being in Chicago and Cincinnati. 

Alvin E. Dodd, who was assistant to the president of Sears, Roe- 
buck & Co., recently transferred to the same position with Kroger. 


CANDY BY WIRE, 
WHITMAN IDEA, 
IS SUCCESSFUL 


1931 Copy Will Hammer at 
This Appeal 


Philadelphia, Pa., Jan. 22—That 
the public during 1930 showed itself 
increasingly inclined to “Send Whit- 
man’s by wire anywhere,” proving 


Louis W. Wheelock 


that the idea of transmitting candy 
by telegraph is taking firm hold on 
the popular imagination, was the 
cheering news brought to the annual 
sales convention of Stephen F. Whit- 
man & Son, Inc., manufacturers of 
chocolates and confections. 


Louis W. Wheelock, vice-president 
and director of advertising told 
ADVERTISING AGE that the company 
will concentrate its advertising on 
this promotion feature in 1931. 

Ten national mediums have been 
selected for full-page use during 
1931, these being Collier’s, Cosmo- 
politan, Saturday Evening Post, 
Harper’s Bazaar, Vanity Fair, House 
and Garden, Vogue, The New 
Yorker, National Geographic Maga- 
zine, and The American Magazine. 

The Saturday Evening Post copy 
will run in color and so will that of 
some of the others on occasions such 
as Mother’s Day, Easter and Christ- 
mas. 


Revise Old Method 


“While the present arrangement,” 
said Mr. Wheelock, “whereby anyone 
desiring to send a box of Whitman’s 
candies to any address, anywhere in 
the United States, may now go to 
any telegraph office and have this 
done promptly by wire, was put into 
operation only about one year ago, 
Whitman’s first started and had 
considerable success with the gen- 
eral idea twelve years ago. The 
plan has special merit as an emer- 
gency step, or the last-moment send- 
ing of a gift which has been post- 
poned for one reason or another. 

“The arrangement was originally 
with the Western Union and at that 
time, Whitman’s had a greeting 
message to accompany the gift, in 
the form of a card in imitation of 
a telegram to be enclosed in the box 
of candy, the order for which was 
sent by wire. The novelty of the 
idea caught on sufficiently for us to 
use 6,000,000 cards in this way. 
“Thereafter this feature was 
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January 24, 1931 


dropped, as the Western Union vice- 
president in charge of business pro- 
motion, with whom the arrangement 
had been made, was assigned to other 
duties. The idea was suggested 
by the Florists’ Telegraph Delivery 
plan of telegraphing orders for flow- 
ers. Candy manufacturers have dis- 
cussed co-operative adoption of some 
such plan, but nothing has come 
of it.” 


How Plan Works 

When this idea was revived again, 
it was decided to make any tele- 
graph company eligible for the busi- 
ness. This method was perfected 
and adopted about a year ago. The 
head offices of both Western Union 
and Postal were supplied with a 
complete list of the 22,000 Whitman 
candy agents—chiefly drug stores— 
throughout the country. Whitman’s 
uses no jobbers. 

In turn, each telegraph office was 
supplied by its company with a list 
of Whitman agents in its district. 
Shortly before Christmas, 1930, the 
company learned that not all of the 
telegraph employes were familiar 
with the full story of sending Whit- 
man’s by wire—they were unable to 
tell just what candies, or packages 
could be sent. 

The company then supplied every 
telegraph office with at least one of 
its illustrated folders, “Santa Claus 
Knows Everybody Likes Whitman’s 
Chocolates.” This folder is in colors 
and illustrates each package, giving 
the name, size, quantity, style and 
price of each of the company’s 16 
packages. Through reference to 
this folder, the telegraph company 
employe taking the order to send 
Whitman’s by wire, is now able to 
give the customer complete infor- 
mation and even help him make his 
selection. 

The telegraph companies make a 
practice of keeping these folders out 
of sight until a customer for Whit- 
man’s candies arrives. They have 
special shopping or gift services of 
their own and do no advertising of 
any specific brand of merchandise, 
candy or otherwise. 


Use Reference Service 
Whitman’s magazine copy con- 
tains the following announcement: 
“For the nearest Whitman agent, 


Make 8-Reel Talkie 
for Standard Brands 


Hollywood, Cal., Jan. 22— 
Metropolitan Sound Studios 
have begun production of “A 
Fair Exchange,” an eight-reel 
talking picture, for Standard 
Brands, Inc., New York. 

This is the largest advertis- 
ing picture yet filmed, most of 
those now being shown con- 
sisting of two reels. 


consult the classified telephone di- 
rectory. Any telegraph office will 
take your order with cash for Whit- 
man’s Candies, transmit it by tele- 
graph and deliver the specified can- 
dies by uniformed messenger, any- 
where in the United States.” 


The 1931 copy features a small 
telephone, behind which is spread 
the familiar yellow message blank, 
and urges the reader to: “Send 
Whitman’s by wire—anywhere!” 


What actually takes place when a 
buyer gives an order to send Whit- 
man’s by wire, is this: The tele- 
graph company accepts the price of 
the Whitman package, with the 
name and address to which it is go- 
ing. The regular charge is made 
for transmitting the money order— 
the toll for a 15-word message, plus 
a premium of 25 cents, regardless 
of where the message is going. If 
a supplementary message is to be 
sent the charge is 2% cents a word. 
The telegraph office at the destina- 
tion buys the candy and makes de- 
livery by uniformed messenger. 


Western Union now has in effect 
a regular shopping service for mak- 
ing purchases of almost any kind of 
merchandise by wire, and the Postal 
has a somewhat similar service it 
calls a gift service. The Western 
Union has also put into effect a spe- 
cial service for airplane reserva- 
tions by wire and for some time has 
been offering a theatre ticket reser- 
vation service and a pareel post ex- 
press service. The Postal also has a 
theatre ticket service. 


attention. 


Forum 


the very essence” of Japar 


COLOR 


. « . the moon over Fujiyama, pink of cherry 
blossoms, and the vivid green of rice fields in the sun. 


The JAPAN TOURIST BUREAU finds unlim- 
ited interpretative value in the color pages of THE 
BIG 4 Magazines. To advertisers offering a quality 
service or product color is an invaluable ally in 
securing sales response, for color illustrates both 
graphically and artistically, and color commands 


The attention of a half million men and women of 
substantial buying power is a market opening worth 
paying for. Indiscriminate buying of color is costly. 
In purchasing THE BIG 4 group audience every 
advertising dollar is made to count. Your product 
is placed before a buying market of people whose 
reading preference proves them to be above the 
average in taste, influence, and means. 


TheBig {Group 
in the Quality Field 


Golden Book 


55 FIFTH AVENUE, NEW YORK 


Review of Reviews 


World's Work 


ALEMITE COPY 
WILL EMULATE 
SALES METHOD 


Designed to Make Reader Say 
Yes 


Frank A. Hiter, general sales 
manager of the Alemite Corpora- 
tion, Chicago, thinks advertising 
can break down sales resistance in 


Should — agineers Drive 
Liocomoti ves? 


And Should Specialists in Lubrication Take 
Cart of Your Car's Lubrication Requirements? 


advance of salesman’s call, provid- 
ing the institutional idea is forgot- 
ten and the advertisement takes its 
cue direct from the tactics of the 
salesman. He is putting his theory 
to the test in a campaign which 
opens this month in the Saturday 
Evening Post. 

Contrasting with the editorial 
style this company has been using 
for the past two years, the new 
series is characterized by headlined 
queries on subjects, which, though 
foreign to the theme, at the same 
time demand an undebatable “Yes” 
from the reader. 

Two photographic illustrations are 
used, together with two or three 
atmospheric wood cuts and a photo- 
graphic chart indicating the multi- 
plicity of lubrication points on an 
automobile chassis, together with 
the seven types of special lubricant 
recommended by the advertiser. 

The customary advertising signa- 
ture is also omitted and in its place 
is a photograph of the actual sign 
which identifies Alemite dealers 
everywhere. The headline in the 
first advertisement will ask “Should 
Watchmakers Take Care of 
Watches?” and another, “Should 
Druggists Fill Prescriptions?” 


Follows Sales Technique 


Mr. Hiter thinks the best training 
for copywriters is personal selling. 
He makes it a rule to work only 
with men who have outstanding 
sales records and who are perfectly 
capable of going into the field and 
selling his products along with his 
best salesmen. He explains his ap- 
proval of the unusual headlines by 
saying that they employ technique 
used by every successful salesman, 
since the first step in a successful 
sale is to get the first “Yes”. 

“If this can be on a subject per- 
taining to the product, so much the 
better,” said Mr. Hiter. “However, 
when calling on a prospect, I will 
talk to him about the weather, a 
sporting event, an election or any 
subject under the sun in order to 
get that first ‘Yes’, From then on 
the sale is a matter of successive 
‘Yesses’ until the order is signed. 

“The sub-heads, which serve to 
introduce the main selling theme, 
are also cast in interrogative form, 
a typical one being, ‘And who but 
lubrication specialists should pre- 
scribe the proper lubricants for your 
car?’ This follows up the main 
headline in a logical manner to se- 
cure another ‘Yes’. 


Compel Attention 


“Questions are not employed as 
extensively in advertisements as 
their usefulness warrants,” said Mr. 
Hiter. “A question is often advan- 
tageous in gripping the reader’s at- 


ADAPTS PERSONAL 
SALES PLAN TO COPY 


Frank A. Hiter 


tention without taking him so far 
from the subject that it is difficult 
to fix his mind on it again, which 
sometimes happens in the case of 
other means used to stop the reader.” 

As for the length of the text, 
Mr. Hiter believes that a selling 
story which cannot be told in a few 
words is greatly weakened by the 
attempt to do so. 

“A long advertisement will be 
read if it first defines its reader,” 
insisted Mr. Hiter. “These adver- 
tisements make it plain at the start 
that they are seeking an audience 
only of those who consider proper 
care of their cars an important mat- 
ter. The illustrations help to main- 
tain interest, add decoration, and 
offset the formidable appearance 
that so much type alone would 
give.” 

Reason for Sign 

The employment of the Alemite 
sign instead of the formal advertis- 
ing signature is used, not as a lay- 
out trick, but in order to focus the 
mind of the motoring public upon 
the retail outlets instead of upon the 
company itself. 

“The sole outlet for Alemite prod- 
ucts to the motoring public,” said Mr. 
Hiter, “is through its retail dealers 
and service stations. Alemite Cor- 
poration has nothing to sell the pub- 
lic direct. We, therefore, consider 
it our duty to our dealers to focus 
the entire advertising story of Ale- 
mite upon their establishments. We 
do not own or control a single retail 
outlet.” 

The magazine campaign as pro- 
duced by the Charles H. Touzalin 
Agency, Chicago, will be adapted to 
direct mail matter for dealers’ use 
and to a newspaper campaign in the 
spring. 


Distributor Is 


Ordered to Sell 
to Dealers Only 


Milwaukee, Wis., Jan. 22—Retail- 
ers won two victories in the courts 
this week in their fight for business. 

Radio dealers were successful in 
restraining the North Central Dis- 
tributors, Victor representatives, 
from selling sets direct to the public 
at wholesale prices. Nine dealers 
brought suit, securing an injunction 
to prevent the wholesaler from con- 
tinuing the sale. 

Under the agreement approved 
by Circuit Judge Walter Schinz, the 
wholesalers must sell all merchan- 
dise on hand to retailers at prices 
which will enable them to meet the 
prices quoted in the advertising. 

Half of the radios must be sold 
to 45 Milwaukee County dealers and 
the remainder to those outside of 
the county. 

In another case, Judge Sullivan 
ordered Espenhain’s Department 
Store to state in its advertising that 
its optical business would be con- 
tinued. 

The company has been conducting 
a “Going out of the Department 
Store Business Sale” for three 
weeks. Harry Kurzon, manager of 
the optical department, brought 
suit, alleging that the company is 
merely discontinuing certain de- 
partments. 


FACTS OF 1930 
UNTRUE IN 1931 


New York, Jan. 21—Most of the 
things on which last year’s adver- 
tising campaigns were based are 
probably no longer true. 

This skepticism was expressed by 
Bernard Lichtenberg, retiring presi- 
dent of the Association of National 
Advertisers, to the Advertising Club 
of New York last week. 

“If you think the task of weigh- 
ing and appraising the mind of the 
public—that public whose tastes and 
interests vary from Clara Bow to 
Einstein—is simple,” commented Mr. 
Lichtenberg, “let me tell you that 
even the A. N. A. yearns to know 
some things it can’t find out. 

“During the past year the asso- 
ciation has been making a great 
many investigations. When it came 
turn to look into magazine adver- 
tising, we found 2,000 items in the 
association file, carefully indexed 
and dusted. We consolidated these 
2,000 records into one report. 

“In the words of Samuel John- 
son, we ‘turned over a library to 
make a book.’ Then we turned over 
the book to make a bonfire. That’s 
how few worth-while facts there 
were worth repeating.” 


Too Much Opinion 


Mr. Lichtenberg said that this lit- 
tle experience indicated that many 
of the researches of the past have 
been based on opinion and fancy 
only. Other records which were dis- 
missed from consideration were du- 
plicated material, and still others 
were undependable because of 
changed conditions in advertising 
and business. 

“Why should we find it so hard 
to draw the line between facts and 
fancies in business?” asked Mr. 
Lichtenberg. 

“The reason is that our percep- 
tion, when the time comes to judge, 
may be wholly or partly dulled by 
our egotistic emotions, individual 
vagaries, or by personal desires.” 

As an example of what he meant, 
Mr. Lichtenberg said that for years 
the average advertising man has re- 
garded negative appeals in advertis- 
ing as weaker than positive. 

“So-called practical men thought 
it a fact,” he said. “To question the 
theory would have appeared fanci- 
ful. But now two professors blessed 
with a fancy and a desire for facts 
have checked up on appeals. And 
the facts show that negative adver- 
tising is not necessarily weak by 
any means. 

“So we advertising men humbly 
erase from our books another rule 
which we felt was definite and ir- 
revocable, and add a new footnote to 
the effect that most of the things we 
know have their exceptions.” 


Shoe Company Uses 


National Advertising 

The Freeman Shoe Corp., Beloit, 
Wis., will spend about $100,000 for 
advertising in 1931, the campaign 
being placed by Klau-Van Pieter- 
som-Dunlap-Younggreen, Inc., Mil- 
waukee. 

Quarter pages will be used in al- 
ternate issues of the Saturday Eve- 
ning Post. WMAQ, Chicago, and 
KDKA, Pittsburgh, will stage week- 
ly broadcasts. 


National Biscuit 


Increases Earnings 

The National Biscuit Company 
made a larger net profit in 1930 
than in 1929. 

Net for 1930 amounted to $22,- 
879,000, against $21,423,000 in the 
preceding year. The 1930 income is 
equal, after 7 per cent dividends, to 
$3.40 a share on 6,206,000 shares of 
common. 


240 Pages Give 


Commission Rulings 
“Statutes and Decisions Pertain- 
ing to the Federal Trade Commis- 
sion” have been put into a 240-page 
volume, covering the work of the or- 
ganization since its creation in 1914. 
The book may be obtained from 
the Superintendent of Documents, 
Government Printing Office, Wash- 
ington. 
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PLYMOUTH IS 
VICTOR AFTER 
TWO DEFEATS 


Court Orders Registration of 
Trade-Mark 


Washington, D. C., Jan. 22—Hold- 
ing that there are circumstances 
under which a geographic name or 
term may come to have a secondary 
meaning, the Court of Customs and 
Patent Appeals ruled that the 
Plymouth Motor Corporation may 
register as a trade-mark an illustra- 
tion of a sailing vessel at sea, with 
the words “Chrysler Plymouth,” for 
use on automobiles and their struc- 
tural parts, not including engines. 

The decision reversed the Com- 
missioner of Patents and the Exam- 
iner of Interferences, both of whom 
held such a combination ineligible 
for registration. 

These tribunals decided that the 
word “Plymouth” is merely a geo- 
graphical name or term, while the 
Plymouth Motor Corporation in- 
sisted it has ceased to have only 
a geographical meaning, and “is as- 
sociated in popular thought with the 
landing in America of the group 
known as Pilgrims; that the word 
brings to mind certain qualities of 
endurance, strength, enterprise, hon- 
esty and determination which his- 
tory is wont to ascribe to those who 
founded the Pilgrims’ colony; and 
that it is the significance of those 
qualities which it desires to avail 
itself of.” : 


Acquire New Meaning 


“It is well settled,’ remarked the 
court, “that a geographic name or 
term may acquire such a secondary 
meaning as to remove it from the 
generic or descriptive designation 
which renders it incapable of indi- 
vidual appropriation. 

“Registration was sought of the 
word ‘Gibraltar’ as a trade-mark for 
belting. The Examiner refused it, 
on the ground that the word was 
geographical. The Commissioner of 
Patents reversed the Examiner, say- 
ing: 

“‘T am unable to agree that the 
significance of the word would be 
geographical if it were used as a 
mark upon belting. It undoubtedly 
has a geographical meaning, but 
when seen upon goods one of the 
characteristics of which is strength, 
the arbitrary meaning of the word 
would so far transcend its geo- 
graphical meaning in the mind of 
the ordinary purchaser as to render 
the latter of comparative insignifi- 
cance. 

“Tt is not believed that purchas- 
ers would suppose that the goods 
were manufactured at Gibraltar. 
They are, in fact, manufactured at 
Hartford, Conn.’ 

“The applicant in this case is not 
located at Plymouth, but in Detroit, 
Mich. There is no reason to sup- 
pose that the word has any location 
significance. It is proposed to reg- 
ister the word, not alone, but in 
combination with ‘Chrysler’ and a 
sea-going vessel. 

“The notation, as a whole, com- 
prises a designation not merely geo- 
graphic. The company is entitled 
to the registration.” 


Rule Against “No-Nox” 


The Commissioner of Patents 
ruled that “No-Nox” is not regis- 
trable as a trade-mark, confirming 
the Examiner of Interference in his 
decision against the Gulf Refining 
Company, of Pittsburgh. 

The company submitted a long list 
of registrations including “Nox,” 
but the Commissioner held that the 
phrase has a special significance 
when applied to gasoline. 

The Belding-Heminway Company, 
of New York, had no more success 
in securing registration of “Iris” 
as a trade-mark for cotton textile 
fabrics before the Commissioner of 
Patents than before the Examiner 
of Interferences, both holding that 


JOINS AGENCY 


L. A. Graham 


Mr. Graham, who has been vice- 
president in charge of sales for the 
Relay Motors Corp., has joined 
Freeze-Vogel-Crawford, Inc., Mil- 
waukee agency, as vice-president. 


it was in conflict with “Crepe Iris,” 
registered by Valway Rug Mills, 
Inc., for silk and artificial silk and 
other fabrics. 

Opposition of the Armstrong Cork 
& Insulation Co., of Lancaster, Pa., 
to registration of “Tucork” by the 
Tuco Products Company was dis- 
missed by the Commissioner of 
Trade-Marks, following similar ac- 
tion by the Examiner. of Interfer- 
ences. 

Armstrong based its case on the 
ground that it associates the word 
“cork” with its products, that the 
trade-mark is descriptive of its 
goods, and that the mark would be 
interpreted by buyers as meaning 
“true cork.” 


New York Decision 


New York, Jan. 22—The mere 
possibility of unlawful use of a 
product does not destroy the trade- 
mark rights of the maker, the Court 
of Appeals for the Second Circuit 
held, in reversing the decision of a 
lower court to rule for the Youngs 
Rubber Corporation in a suit against 
C. I. Lee & Co. 

It remanded the case to the Dis- 
trict Court for the Southern Dis- 
trict of New York, with instructions 
for an injunction provided the com- 
plaint was amended to allege in- 
fringement in interstate commerce, 
and this fact was proved. The only 
sales actually shown were intra- 
state. 


Tyson to Place 
Co-operative Copy 


A co-operative advertising cam- 
paign by manufacturers of under- 
floor, wiring systems will be placed 
by QO. S. Tyson & Co., New York. 

Those participating are the Gen- 
eral Electric Co., Bridgeport; Fibre 
Conduit Co., New York; National 
Electric Products Corp., Pittsburgh, 
and Walker Brothers, New York. 


Use Knox-Dunlap 


Salesmanship Course 
The Knox-Dunlap course in hat 
salesmanship will be used by the 
Cleveland, O., Hat Dealers’ Group 
in a school for retail salesmen, 
which began January 22 and runs 
to March 26. 
The organization decided to re- 
peat the two hat clinics held in 1930. 


Gobel on Radio 


The “Gobel Mystery Girl” will be 
featured by Adolf Gobel, Inc., New 
York meat packers, in a new radio 
series over the National Broadcast- 
ing Company. 

Benton & Bowles handle the ac- 
count, 


Heads Book Publishers 


Edward §S. Mills, president of 
Longmans, Green & Co., New York, 
was re-elected president of the Na- 
tional Association of Book Publish- 
ers at the annual meeting in New 
York January 20. 


Join Copy Staff 


Theodore S. Repplier and E. M. 
Post, both formerly with Ewing, 
Jones & Higgins, New York, have 
joined the copy staff of Young & 
Rubicam, of that city. 


2. 46 of a Series 


Walter Winchell 


=—c Blessed Event 


You may have another candi- 
date for the honor but our favor- 
ite joke of 1930 was about the 
man who rushed into the house 
and said to his wife: ‘‘I’ve just 
read in Winchell’s column that 
you're going to have a baby. 
Must! get news of my family from 


a newspaper? Why didn’t you 


tell me?” 


And the wife replied: “‘l just 
found out about it from Winchell 


myself.” 


The amazing ability of Walter 
Winchell to get news before any- 
body else gets it is only part of 
his power, however. He pub- 


lishes things that no nice man 


would publish and he will un- 
doubtedly depart this earth at 
the end of a gibbet, but he is also 
the freshest, newest, most im- 
portant journalistic influence of 
the last twenty years. 

In High School you studied 
Addison and Steele and later in 
college you heard of the work 
done by such men as Mark Twain, 
Bill Nye, Hamlin Garland, and 
James Whitcomb Riley in freeing 
American literature from the Eng- 


lish drawing room touch. 


Don’t be too sure that your 
grandchildren will not be study- 
ing Walter Winchell in the same 
manner. is style of writing, the 
words he has coined, his vigor 
of invention and expression, all 
make of him a distinct personality, 
a powerful force in metropolitan 
literary life and, because of that, 
in American literary life. 

In February Scribner's, Charles 
W. Wilcox writes an article on 
Walter Winchell. It is one of the 
“Straws in the Wind,” the new 
department in Scribner’s which 
created such interest when it was 
launched in January (you prob- 
ably saw the newspaper discus- 
sion over Thomas Beer's list of 40 
questions for the Younger Gen- 
eration). 

Other “Straws” in February 
are “Muscle Men’’ by Marquis 
W. Childs (concerning the 
newer school of chiselers who 
“‘muscle-in’’ on everything profit- 
able in America), and “A Young 
Man Goes to Work,” Pare Lor: 
entz’s recital of what the corpo- 
rations are doing to and for the 


young men of today. 


FEBRUARY 


SCRIBNERS I 


Hidden Talent 
Test Develops 
Radio Prospects 


Detroit, Mich., Jan. 22—Some- 
thing of a furor has been created in 
Eastern Michigan by the “hidden 
talent” tests instituted by the Radco 
Supply Corporation, distributor of 
the RCA Radiola. 


The plan capitalizes the well 
known fact that thousands of young 
folk believe that, given a fair 
chance, they might shine on the 
stage, and the equally pointed curi- 
osity of the general public. 


The company has fitted up a trav- 
eling studio, mounted on a truck 
chassis, and containing all of the 
necessary equipment for conducting 
the test. This truck goes into a 
town after the “hidden talent” con- 
test has been well advertised locally 
and a studio is fitted up in the show 
room of the RCA dealer located 
where there is plenty of street traffic 
past his place of business. 


The candidates for the test are 
placed in this iniprovised studio in 
plain view of the public and here 


they sing their songs or play their} 4 


musical instruments while the micro- 


phone broadcasts the music to the 
curious crowd outside. 

At the same time it is recorded 
and filed away for judging purposes 
in the window studio. The voices 
are recorded by the use of the new 
Radiola No. 86, home-recording 
phonograh-radio combination. 

The tests are conducted for one 
night only in the smaller cities and 
towns and in the larger cities for 
two or more nights, depending upon 
the number of candidates seeking 
the audition. 


McGraw-Hill Hold 
Annual Art Exhibit 


The annual exhibit of art work 
created by its staff was held last 
week by the McGraw-Hill Publish- 
ing Company, New York. 

Thirty-one oil paintings, drawings 
and cartoons were on display. 


Addresses Publishers 


V. D. Ange™an, circulation man- 
ager of Factory & Industrial Man- 
agement, was the speaker at the 
January 20 meeting of the Chicago 
Business Papers Association. He 
spoke on budget making for the cir- 
culation department. 


Appoint Agency 
The Hempy-Cooper Mfg. Co., Kan- 
sas City, Mo., manufacturer of re- 
babbitting equipment, has appointed 
rthur R. Mogge, Ine., Chicago 
agency, to direct its advertising. 


Have New Accounts 

Wilson & Bristol, Inc., New York, 
is now handling the accounts of 
Henri, Confiseur, French restaurant 
and confectioners, and the Harrison 
Granite Co., both of New York. 
saapecners and magazines will be 
u 


sed. 

Adolph Jansen, Jr., formerly with 
McCurdy Smith, Inc., and at one 
time vice-president of Stearns-Jan- 
sen Co., has joined Wilson & Bristol 
as account executive. 


Chicago Office for 
“Where to Buy It” 


The American Telephone and 
Telegraph Company has established 
a Chicago office for its “Where to 
Buy It” Service, with H. Wesley 
Webb as Western representative. 

Mr. Webb has offices at 208 W. 
Washington street, the telephone 
number being Official 9300, Exten- 
sion 4022. 


Philadelphia Club 


Plans Dinner-Dance 

“A Night in the Nineties” will be 

observed with a dinner-dance and 

appropriate costumes, February 20, 

by the Philadelphia Club of Adver- 
tising Women. 


Is N. Y. Representative 

I. A. White has become Eastern 
representative of Clinical Medicine 
and Surgery, North Chicago, Il. 

He will also represent Hospital 
Topics and Buyer, Chicago. 
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Is Food Consumption Diminishing? 


Food advertisers, whose expendi- 
tures are among the most impressive 
in the entire national field, do not 
regard the question of trends in food 
consumption as merely academic. In 
spite of the fact that food is the 
primary requirement of mankind, 
and in spite of the gradual increase 
in population in the United States, 
every food manufacturer and dis- 
tributor is anxious to know in which 
direction consumption of their prod- 
ucts is tending. 

It is frequently said that the aver- 
age person eats less today than was 
customary a generation ago. The 
substitution of mechanical for man- 
ual labor in many fields explains 
some of this, while the desire to 
conform to fashion in the matter of 
slender figures is also a factor of 
importance, especially among women. 

The average length of life of 
human beings, especially those in 
America, is increasing. That means 
that older people are more numer- 
ous, and that their tastes and ideas, 
especially with reference to health, 
determine the selection of food to a 
considerable extent. They are likely 
to be choosy in the matter of both 
foods and their preparation. 

On the other hand, we know that 
athletics and outdoor life appeal to 
many more people today than ever 
before. Wholesome exercise, espe- 
cially taken outdoors, is not known 
to reduce appetite. Hours of work 
are shorter, and many of the hours 
of leisure are spent in activities of 
one kind or another, even if they 
are not definitely labeled “exercise.” 
So it would seem that there is a 
sound basis for continued interest 
in food on the part of most of the 
population. 


More attention is being paid to 
heaith by tne individual than ever 
betore. ihe importance of diet -in 
maintaining heaith is well known. 
Consequently it is easy to under- 
stand wny the public 1s consuming 
more of certain kinds of tood and 
1ess OL otners. But the tair assump- 
tion 1s tnat the change is mainly 
one ot kind rather than quantity. 

‘ne success ot manufacturers of 
canned toods, such as Hormel’s 
canned hams and cnickens, 1s an in- 
teresting side-lignt on one important 
social aspect or the tood merchan- 
dising probiem. People with small 
tamilies, occupying small apart- 
ments, want to buy tood in con- 
venient packages, practically ready 
to serve. ‘this is the most marked 
change as compared with the big 
kitchens and groaning boards of a 
tew generations ago. 

Statistics do not support the 
theory that food consumption, either 
per capita or in the aggregate, is 
diminishing, but study ot the situa- 
tion demonstrates absolutely that it 
is changing. The manufacturer evi- 
dently needs to be more of a mer- 
chandiser than ever before, to know 
what his consumer wants and why 
he wants it, to prepare his product 
in a way that will not only tempt 
appetite, but emphasize convenience 
in handling and use, and, above all, 
to let the public know all about 
what he has to offer. 

There are too many possible vari- 
ations in the daily diet to permit any 
food purveyor to rest secure in the 
dream of undisturbed demand for his 
products. Hence advertising must 
continue to be a major factor in 
maintaining the position of foods, 
both in the staple and specialty field. 


What About Trade Publications? 


In his interesting discussion of the 
place of the trade paper in the ad- 
vertising plan, referred to in a news 
story in the January 17 issue of 
ADVERTISING AGE, Ray Sherman, 
brilliant editor of Motor, meets 
squarely a situation which has been 
developing for some time, the ten- 
dency to minimize the value of 
purely trade advertising and pro- 
motion. 

“Every dollar spent in selling the 
trade adds many dollars to the value 
of the consumer advertising appro- 
priation. There never comes a time 
when a company can afford to 
neglect the people who sell its 
goods,” are significant sentences 
from the booklet, which is well 
worth reading by any advertising 
manager or advertising agent. 

Most of his conclusions with ref- 
erence to the importance of the 
trade will be accepted readily by the 
advertiser and agent. The rub 
comes in the fact that a great many 
advertising executives insist that 
they can cover the trade effectively 
without using business papers. They 
use direct mail, house organs, news- 
paper trade promotion services and 
other methods of accomplishing the 
same objective. 

The relatively small cost of trade 
paper space compared with the cost 


of reaching trade factors in other 
ways makes it the most natural 
thing in the world to use trade pa- 
per space in telling a purely trade 
story. If the advertiser or agent is 
not using it, he must feel, deep in 
his heart, that he cannot do the job 
adequately through trade mediums. 

That this conclusion is justified in 
certain specific instances might be 
admitted without affecting the gen- 
eralization that business publications 
as a whole are capable of putting 
over a trade story successfully. 
There is, of course, a wide variation 
between the quality of service ren- 
dered by the top-notch business pa- 
per and the publication at the bot- 
tom of the list. The difference in 
quality is perhaps greater in the 
trade field than elsewhere, the best 
being remarkably good and the 
worst rather terrible 

There are gooa trade mediums, 
and they are worth using. It is beg- 
ging the question to say that there 
are poor mediums too. The task of 
the advertiser and agent is to spend 
enough time and study on trade me- 
diums to insure getting the best. 
If the right trade publications are 
chosen, there will be no question of 
getting the job done as it should be 
done to accomplish the trade objec- 
tives in the campaign. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


111. A Major Contribution to Mod- 
ern Merchandising. 

A booklet published by the Amer- 
ican Telephone and Telegraph Co., 
to describe its “Where to Buy It” 
service as a means of permanently 
designating outlets for nationally 
advertised lines. 


112. Personal Well Being the Next 
Big Economic Development. 


A thesis in the form of a pub- 
licity release from Physical Culture, 
New York, which suggests that per- 
sonal well-being can be developed 
along industrial lines and explains 
how this appeal can be utilized in 
merchandising many kinds of prod- 
ucts. 


113. Broadcasting Advertising By 
Electrical Trangcription. 

A booklet issued by the Royal 
Broadcasting Systems, Inc., New 
York, to announce a “perfected 
method of recordation” for broad- 
casting by electrical transcription. 
The booklet discusses coverage and 
services offered by the publisher, in- 
cluding a special system for farm 
coverage. 


114. The Place of the Trade Paper 
in the Advertising Plan. 

In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


115. An Outline for Market Sur- 
veys. 

In a booklet of 86 pages, pub- 
lished by the Industrial Club of St. 
Louis, George C. Smith, the author, 
has prepared an exhaustive state- 
ment of just what the distribution 
census will show and has gone 
thoroughly into the many phases 
of the subject, such as fundamental 
changes and recent improvements 
in distribution, basic market areas, 
sources of market data, ete. A bib- 
liography and an illustration of 
principles applied to a survey of St. 
Louis are included. 


116. An Analysis of the Circulation 
of “True Detective Mys- 
teries.” 

A tabulation of questionnaires re- 
turned by 607 readers of True De- 
tective Mysteries, which gives an 
interesting picture of the kind of 
people who prefer this kind of read- 
ing matter. Questions asked cov- 
ered age, sex, marital status, dupli- 
cation of readership, occupation, etc. 


117. The New Mode in Printed 
Selling. 

In view of the past year’s devel- 
opment in four-color gravure adver- 
tising in newspapers, this brochure 
of the Consolidated Water Power & 
Paper Company, Wisconsin Rapids, 
Wis., has an added interest to ad- 
vertisers. It contains examples of 
30 outstanding gravure advertise- 
ments, most of them in color and all 
of recent origin, together with com- 
ments on the nature of the art 
work. 


124. The Recorder Outlook. 


A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which dis- 
cusses the economic significance of 
new trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


194-a. The Marketing of House and 
Home Furnishings. 

This study shows that in depart- 

ment stores doing an annual volume 

of from $2,000,000 to $5,000,000, 


(Continued on Page 11) 


STRANGE NEW DISTRIBUTION CHANNEL 
IS REVEALED 
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the dorm girls. 


The popular co-ed who :nanaged 
to work her boy-friends for three 
or four cartons of cigarettes each 
week and sold om an average of 
three dozen packages per week to 
E. W., Illinois. 


—College Humor 


Voice of the Advertiser 


Protests Against 


Unguentine Copy 

To the Editor: What do you 

think of the illustration used in the 
attached advertisement? 

It appeared in the current issue 

of a well known magazine. I thought 
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there was some sort of censorship 
law or regulation or something 
which prohibited the use of such 
horrible pictures. At least there is 
in the movies and there should be in 
every advertising agency and pub- 
lication office, too. 

I’ll qualify that “every” because 
I’m sure there are plenty of agen- 
cies and publishers who wouldn’t 
accept this particular piece of copy 
nor create it. 

My wife fore it out of the maga- 
zine last night with the comment 
that it had frightened her and my 
little daughter. Needless to say the 
magazine containing this copy will 
have difficulty getting another dime 
from her and the advertiser who 
hoped he was putting his name over 
in a big way has probably scared 
every letter of it out of her mind. 

I asked several people around the 
office this morning what they thought 
of it and they agreed with my wife. 
I'd like to know if the copy is really 
good, if any one can advance any 
sensible reasons for preparing stuff 
that scares women and children. 
Wouldn’t it have been a lot more 
effective, perhaps, to take the illus- 
tration from the caption? 

Most of us know the dangers of 
rusty nails and we don’t mind being 


reminded of them but I’d a lot 
sooner step on twenty rusty nails 
than to encounter this fellow or to 
know that he was in the same 
county with me. 

How about you or some of your 
readers? 

JAMES V. MALONE 


Chicago 
* + OK 


Wrong Picture Department 
I 


To the Editor: Ordinarily I would 
be inclined to keep my mouth shut— 
but I have received so many com- 
pliments on the improvement in my 
personal appearance, as depicted in 
your issue of January 10, that it lays 
a heavy burden on my conscience to 
maintain silence any longer. 

Sad to say, it was not my pic- 
ture, as you have no doubt already 
learned from the man who must 
have felt humiliated and indignant 
over having had his handsome like- 
ness labeled with my name and title. 

CLIFF KNOBLE 
Director of Adv., Chrysler Corp., 
Detroit 


II 

To the Editor: Will you be good 
enough to tell me who this fellow 
is? 

In your issue of January 10 he 
was shown as Cliff Knoble, of the 
Chrysler Corporation. In your Jan- 
uary 17 issue, the same man was 
listed as W. Johnson, of the Theatre 
Service Corporation. 

Of course, if this is supposed to 
be a guessing contest, I’ll be glad to 
sit down and put a little time 
against it, provided you will tell 
me what the rules are. 

M. M. WHITFIELD 
Western Adv. Mgr., Chicago, 
The American Legion Monthly 
* * * 


III 
To the Editor: W. Johnson—Cliff 
Knoble. How come? 
HENRY DE CLERQUE 
New York 
* * * 


Not Direct Mail 


Company, but Agency 
To the Editor: In printing a 
notice of an addition to our staff, 
ADVERTISING AGE spoke of us as a 
direct mail company, when we are 
an advertising agency with a direct 
mail department. This, incidentally, 
is of such size and quality that 
many people think of it as our en- 
tire organization. 
C. E. Prins 
Vice-Pres., James F. Newcomb 
& Co., New York 
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Instalments to 
Be Extended to 
Repair of Cars 


Companies which have devoted 
their major efforts to the financing 
of the purchase of automobiles are 
expanding their program to include 
automobile repair jobs, it was an- 
nounced by C. C. Hanch, general 
manager of the National Associa- 
tion of Finance Companies, Chicago. 
Mr. Hanch said there is a growing 
demand in all parts of the country 
from automobile owners, garages 
and repair shops for this service. 

Information has been sent to 
finance companies giving several 
general plans of financing and a 
survey is being conducted to find 
cut how many companies in each 
state are willing to undertake the 
work. 

In many states small loan laws 
make it possible for the companies 
to make loans for financing repairs 
with security for their investment 
and on reasonable terms for the bor- 
rower. These laws are in effect in 
Illinois, Indiana, Iowa, Michigan, 
Missouri, Wisconsin, New York, and 
several Southern and far-Western 
states. The security used is gener- 
ally a lien on the car. 

In other states where the loan 
laws do not exist the plan generally 
used is for the customer to give a 
note for the unpaid portion of the 
bill and for the finance company to 
buy this at a discount. Notes of 
this kind are generally secured by 
a chattel mortgage. 


Agency for Perfume 


Joubert, Inc., perfume manufac- 
turer of New York, has placed its 
advertising account with Small, 
"aaa & Seiffer, Inc., of that 
city. 


Non-Exhibitors Are 


Prominent at Show 
St. Louis, Mo., Jan. 22— 
While crane and shovel manu- 
facturers decided to confine 
their exhibition at the annual 
Road Show to every other 
year, most of them entertained 
lavishly at local hotels during 
the show last week, to the det- 
riment of exhibitors. 
The latter are up in arms at 
the diversion of attendance to 
hotels. 


Dotted Line Club 
Re-Elects Its Staff 


The Chicago Dotted Line Club of 
the Associated Business Papers, 
Inc., re-elected officers to serve to 
the end of the fiscal year at the 
annual meeting. L. C. Pelott, Pen- 
ton Publishing Co., is chairman; 
Frank Davis, National Provisioner, 
vice-chairman; Kenneth H. Koach, 
Periodical Publishing Co., secretary- 
treasurer. 

A new program committee was 
appointed, with C. H. Haskins, Na- 
tional Petroleum News, chairman, 
and Claude Wheeler, Jewelers’ Cir- 


cular; H. Morrison, Railway 
Age; George Andrews, McGraw- 
Hill Publishing Co., and George 


Grant as members. 


Wittenberg Retires 


After 30 years with the Wood- 
ward & Tiernan Printing Co., St. 
Louis, Walter Wittenberg has re- 
tired from business. Mr. Wittenberg 
was presented with a watch and 
chain at the dinner which marked 
the occasion. 


To Advertise Pens 


The Le Boeuf Fountain Pen Co., 
Springfield, Mass., has appointed the 
Porter Corporation, Boston agency, 
as advertising counsel. Eastern 
newspapers and radio will be used 
for Pilgrim pens and pencils. 


HY t&—§ | Jie 
Number 
29 of a 
| Series A prominent manufacturer recently said 
5 in an address before a group of architects 
ative that they could consider themselves the 
| announce-| most difficult of all the genus homo to 
_ “get to.” That very fact is why ARCHI- = 
i TECTURE has invested over $30,000 to IK 
\ classify architects offices in these six divi- 3 
M sional SALES GUIDES. They are not if 


lists.’ They go much deeper and tell you 
everything about the offices from the men 
in charge to the best time to call. . . They 
make your advertising doubly effective. 


‘ 


There are listed in THE SCRIBNER 
SALES GUIDE to the ARCHI- 
TECTS OF NEW ENGLAND 


117 cities 
697 offices of practicing architects 
1363 names of firm members 
694 telephone numbers 
155 specification writers 
63 designers 
308 key-draftsmen 
119 office managers 
7 engineers 
3 presidents 
1 vice-president 
2 secretaries 
3 treasurers 
6 superintendents 


IBNER'S 
tothe 


SCRIBNER'S i 


RCH 


TECTURE 


EDITED BY ARCHITECTS FOR ARCHITECTS 


CHARLES SCRIBNER’S SONS, Publishers 
597 FIFTH AVENUE, NEW YORK CITY 
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Erwin, Wasey & Company, one ot 
America’s leading advertising agen- 
cies, recently investigated the rela- 
tive standing of business magazines 
in the drug field. In a report* to their 
twenty-four drug accounts they 


1. Druggists everywhere prefer The 
American Druggist to any other na- 
tional publication in the field. 


2. Compared with sectional publi- 
cations, The American Druggist runs 


OMe orietiins dpe 


: <0 ee 
PRL. « 


tions. 


neck and neck in circulation, and 
leads in reader preference. 


This investigation was made inde- 
pendently. It was entirely unbiased. 
The facts it discovered are confirmed 
by surveys made by other organiza- 


It is significant that The American 
Druggist was the only magazine in 
the drug field, and one of the few in 
the whole country, to print more ad- 
vertising during 1930 than in 1929. 


*May we send you a copy for your files? 


e . 

Hears Business Mi agazines 

MOTOR — AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 


stated : — 
Six Advertisers} 
Are Admitted to 


‘\ Ranks of A.N.A. 
NV 


New York, Jan. 22—The Associa- 
tion of National Advertisers, Inc., 
announces the election to member- 
ship of the following companies: 

General Candy Corporation, Chi- 
cago, manufacturers of Oh Henry 
candy bars and fudge, Amos ’n’ 
Andy candy bars, Gold Pieces, etc.; 
Hotels Management and Securities 
Corporation, Washington, D. C., 
operating apartments and hotels, in- 
cluding The Wardman Park, the 
Carlton, the Roosevelt, and the An- 
napolis hotels in Washington, the 
New Chamberlin at Old Point Com- 
fort, Va., the Grove Park Inn, Ashe- 
ville, N. C., and the Blackhawk 
Hotels of Iowa and Minnesota; 

Green Bros. Company, Spring- 
field, Mass., makers of Tastyeast; 
Fremont Canning Company, Fre- 
mont, Mich., manufacturers of Ger- 
ber’s Strained Vegetables; the Ethyl 
Gasoline Corporation, New York, 
and the Towle Manufacturing Com- 
pany, Newburyport, Mass., manu- 
facturers of Towle sterling silver. 

Burton Harrington, advertising 
and sales promotion manager, will 
represent the General Candy Corpo- 


ration in the A. N. A.; F. Roger 
Miller, vice-president, will represent 
the Hotels Management and Securi- 
ties Corporation; Eli Green, secre- 
tary, Green Bros. Company; Daniel 
F. Gerber, vice-president, the Fre- 
mont Canning Company; Lucien P. 
Locke, advertising manager, the 
Ethyl Gasoline Corporation, and 
Claudius G. Pendill, vice-president 
and sales manager, the Towle Manu- 
facturing Company. 


Stormy Petrel of 


Food Industry Dead 

Alfred W. McCann, 52, authority 
on food, died suddenly in New York 
January 19 shortly after delivering 
an address on good food. 

Much of Mr. McCann’s early work 
was carried on with Dr. Harvey W. 
Wiley, author of the pure food and 
drug act. In recent years, he con- 
fined his activity to New York, run- 
ning down violators of pure food 
laws, writing books on the subject, 
and conducting a newspaper column, 
in addition to giving radio talks. 

He was sued for libel many times, 
but never lost a case. 


Francis Under Knife 


Charles Francis, founder of the 
Charles Francis Press, New York, 
underwent an operation for the re- 
moval of his left leg last week. 

Though in his 88rd year, Mr. 
Francis was reported doing well. 


Eleven More Join 
Los Angeles Club 


Eleven more members have been 
added to the roster of the Advertis- 
ing Club of Los Angeles. 

They are Charles E. Adams, Los 
Angeles Engraving Co.; Howard 
Dean, Palos Verdes Estate; J. L. 
Frankel, Advertising Novelty 
House; W. Harry Green, West 
Coast Builder; William B. Hale, 
Travelers Insurance Co.; W. F. 
Price, Swift & Co.; John Riordan, 
Hollywood News; Hugh L. Rosbor- 
ough, Southern California Freight 
Lines; R. Shannon, and Charles 
Tartaglia. 


St. Mary Is Dead 


Franklin J. St. Mary, advertising 
manager of the Catholic Telegraph, 
Cincinnati, died suddenly in his 
office last week. Mr. St. Mary was 
in ill health for some time. He was 
prominent in the work of the Ad- 
vertisers’ Club of Cincinnati. 


Ahrens With Dodge 
Richard J. Ahrens has resigned as 
vice-president and sales manager 
of Management Magazines, Inc., 
Chicago, to join the Chicago office 
of the F. W. Dodge Corporation. 


Garceau Promoted 
John S. Garceau has been given 
the title of assistant sales promotion 
manager by Kelvinator, Inc., De- 
troit. He has been in charge of sales 
contests. 
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Candy Sales Gain 

Per capita candy consumption in 
1929 gained about one pound in 
1929, the Department of Commerce 
reports, fixing per capita sales at 
12.98 pounds. 

“Confectionery Distribution in the 
United States 1927-29,” an analysis 
of the situation, may be obtained 
from the Government Printing 
Office, Washington, D. C., for 10 
cents. 


Buys “Beach & Pool” 


Hoffman Publications, Inc., New 
York, has bought Beach & Pool 
from the Lightner Pub. Corp., Chi- 
cago, and with the March issue, will 
merge it with Aquatics as Beach & 
Pool and Aquatics. 

Earl Collins, manager of Beach & 
Pool, has joined the new paper. 


Issue Service Index 
The Special Libraries Association, 
Providence, I., has issued a 
“Handbook of Commercial and 
Financial Information Services,” 
ae to be the first volume of the 
ind. 


‘Rea a AND 
Trusted 


by department store 
executives, merchan- 
dise managers and 
buyers of everything 
that furnishes or 
equips house and 
home. 


RETAILING 
The Fairchild Weekly 
8 EAST 13TH ST., NEW YORK 


Steady Demand 
for Ice Cream, 


Butcher Finds 


Detroit, Mich., Jan. 22—While 
stores are taking advantage of the 
quick freezing process to add meats 
to their lines, at least one butcher 
is retaliating by manufacturing and 
selling ice cream. 

Electric Refrigeration News 
quotes Verne Carstedt, of the Mills 
Novelty Company, Chicago, as fol- 
lows: 

“It was about December 1 when 
we received an order for a Mills 
super-creamer and when I looked at 
the address on that order I was sur- 
prised to discover it was from the 
Paramount Meat Shop, one of the 


leading markets in Galesburg, Il. 


“G. Richardson, the proprietor, 
had been making some investiga- 
tions, and in line with the prevail- 
ing tendency to diversify lines, felt 
that the sale of ice cream would be 
a good thing. We installed the 
freezer and the Paramount did some 
advertising. 

“Iee cream in fancy containers 
and cartons could be displayed in 
the refrigerating cases to tempt the 
public, and from the first day sales 
started well and have increased won- 
derfully. 

“The Paramount Meat Shop sells 
ice cream only in cartons. This 
market sells ice cream with 15 per 
cent butter fat content at 50 cents 
a quart and is realizing a good mar- 
gin of profit. Customers are order- 
ing for parties and social occasions 
as well as for personal use. 

“Needless to say that Mr. Rich- 
ardson is a champion of frozen 
foods. He feels that if drug stores 
can sell meats at a profit, the meat 
man can, in turn, sell ice cream, 
which has long since been a staple 
commodity in the majority of drug 
stores.” 


Represent Daily 
Ingraham-Powers, Inc.,, has been 
appointed national advertising rep- 
resentatives of the DeKalb (il) 
Chronicle. 


WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 


like a lovy-dovy wedding cake? No! 


Typography made starkly repulsive by 


the “back-to-ugliness” cultists? No! 


We stand, squarely between the two, 


for the naturalness that is art and 


the beauty of simplicity 


LEE & PHILLIPS, INC. 


Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors 


MONTAGUE LEE COMPANY, INC. & FREDERIC NELSON PHILLIPS, INC. 
to GRAPHI© TYPESETTING CORP. 


@® CAXTON TYPOGRAPHERS, INC 


MOTORISTS SAY 
FAST STARTING 
IS THEIR GOAL 


Anti-Xnock Ranks Fifth in 
Shell Survey 


New York, Jan. 8—While much 
of the advertising of gasoline is de- 
voted to its anti-knock qualities, 
motorists are primarily interested 
in quick-starting, according to a 
survey made by Shell Eastern Pe- 
troleum Products, Inc., marketer of 
Shell gasoline and motor oil and 
Super-Shell gasoline. 

Mileage is the second considera- 
tion, power third, low carbon fourth 
and fifth comes anti-knock, accord- 
ing to this survey. 

The survey was made in 31 widely 
scattered cities and embraced more 
than 50,000 motorists. An interest- 
ing feature was that four different 
agencies participated in the survey, 
although some of them were re- 
lated. 


Use Four Agencies 


The questionnaires mailed or 
handed to motorists bore one of 
four names: the Outdoor Advertis- 
ing Agency of America; the Leach 
Business Research Bureau which is 
affiliated with the agency; a Chi- 
cago publisher, or the commerce 
department of a university. The 
name “Shell” appeared in none of 
the questionnaires. 


The company’s summary of the 
results was as follows: 


Percentage 
1. Quick starting ................. 14.90 
i 
I  , 
4. Low carbon....... or 9.83 
B. BOE hic 7.85 
SEE Se 
ence 
S. Unitormity .................... E95 
Oe  seieiiiietrcceccscce 4.56 
10. Convenience -..ccccccccccccccccccccee 4.54 
11. Service at station... 4.40 
12. Reputation ......................... B80 


BO. Pe cerenn 3.18 
14. Gmotiness  ........................ 1.70 
15. Speed 1.30 


More than 100 brands of gasoline 
were mentioned by the motorists as 
their iavorite brand. Three of 
these brands are available in all 
parts of the country, and the re- 
mainder is marketed in certain sec- 
tions. 

Two of the questionnaires asked 
whether the motorist changed his 
gasoline in winter. Only 18.7 indi- 
cated that they did so. The major- 
ity of those who do change said it 
was because of a desire for quick- 
starting. 


Questions Asked 


The wording of the questions 
asked varied considerably. Some of 
the queries addressed to motorists 
were: 

“What brand of gasoline do you 
now buy? 

“Why? 

“What brand of motor oil do you 
now buy? 

“Why? 

“Do you use a different gas in 
winter than in summer? 

“If so, why? 

“Do you use a different oil in win- 
ter than in summer? 

“If so, why? 

“What special qualities or points 
do you think a good gasoline should 
have? 

“What special qualities or points 
do you think a good motor oil should 
have? 

“Approximately how many miles 
do you drive your car a year?” 


Represent “Mail” 


M. C. Mogensen & Co. have be- 
come national advertising represen- 


tatives of the Winslow (Ariz.) Mail. 


MADE CHAIRMAN 


Harry Skitch 
Mr. Skitch, head of the Toronto 


company of his name, has been 
elected council chairman of the 
Canadian Sales Managers’ Associ- 
ation. 


John N. Garver Is 
New Buffalo Chief 


John N. Garver, Jr., manager of 
the business extension department of 
the M & T Trust Co., was elected 
president of the Greater Buffalo 
Advertising Club at the annual 
meeting, succeeding Howard C. 
Menagh. 

Walter McCausland, I. R. C., was 
made first vice-president; Fred A. 
Peacock, Glenny, Moll & Doolittle, 
second vice-president, and Roswell 
E. Pfohl, Pfohl & Fruauff, treasurer. 

Charles J. Thomas and Floyd M. 
Crawford were reappointed execu- 
tive secretary and assistant secre- 
tary, respectively. 

The new directors are Malcolm L. 
Barney, Charles A. Coupe, Joseph 
H. Dotterweich, Henry Holland and 
Henry A. Turner. 


Benneyan Re-Elected 

George Benneyan, manager of the 
promotion department of the New 
York Sun, has been re-elected chair- 
man of the Promotion and Re arch 
Managers Group of New York City 
newspapers. 

Mr. Benneyan begins his third 
consecutive term. 


Publishers to Meet 


The semi-annual convention of the 
American Home Magazine Publish- 
ers will be held in New York May 
26-27, Miss L. B. Fisk, Chicago, ex- 
ecutive secretary, has announced. 

The annual meeting will take 
place in Chicago Oct. 20-21. 


Joins “Enquirer” 

William H. Pickett has joined the 
Cincinnati Enquirer as classified ad- 
vertising manager, succeeding Wil- 
liam S. Hershey. 

Mr. Pickett has been classified 
advertising manager of the Jndian- 
apolis News for four years. 


CLUB DISCUSSES 
CLOSED’ LISTS 


New York, Jan. 22—While admit- 
ting that the problem seems less 
acute when his own paper is on 
the list for regular insertions, H. B. 
Holtz, of Dry Goods Economist, told 
the New York Dotted Line Club 
that as a principle, he is against the 
closing of advertising lists early in 
the year. 

“Everyone agrees,” said Mr. 
Holtz, “that in 1931 manufacturers 
will have to use all of their ingenu- 
ity to devise new selling methods, 
new distribution channels, and new 
uses for products, to get a satisfac- 
tory volume of business. 

“This being true, is it not short- 
sighted for this same manufacturer 
to close his advertising list in Janu- 
ary, when he probably has no idea 
of what the year will bring forth, 
and turn a deaf ear to all proposi- 
tions that may come up thereafter?” 

Mr. Holtz confessed, however, that 
few “closed” lists stay that way. 

Provide for Emergencies 

“You would be surprised,” he said, 
“to know the number of lists that 
even when closed, still provide a 
sum of money for what they call 
‘emergencies and contingencies.’ 

“This may mean anything from 
short rates to souvenir pencils or 
a steel engraving of the plant, but 
it is a definitely allotted fund within 
the advertising appropriation to 
make it possible to buy anything 
that comes up during the year that 
looks particularly good. 

“T have found that it is good 
policy to sit tight for a couple of 
months. Then, by going in the back 
door with a proposition in which the 
word ‘advertising’ is strictly barred 
and in which the matter of rates 
and circulation are likewise unmen- 
tionable, but which automatically 
requires the use of our paper, we 
have sometimes managed to get 
classed as an ‘emergency and con- 
tingency’ and get some business.” 


Leaves “Cosmopolitan” 
to Enter Agency 


Joseph Gordon has resigned as 
associate editor of Cosmopolitan 
Magazine to join Erwin, Wasey & 
Co., New York. 

After seven months in the New 
York office, Albert Oudenbrook has 
resumed his duties with the Euro- 
pean organization of Erwin & 
Wasey. 

The agency’s London office is now 
handling the advertising of Darwin 
razor blades. 


Shotwell Account 
to Shields & Vanden 


The Shotwell Manufacturing Co., 
Chicago, manufacturer of marshmal- 
lows and other confectionery special- 
ties, has appointed Shields & 
Vanden, Inc., Chicago agency, to di- 
rect its account. 

Trade papers, direct mail and 


local consumer mediums will be used. 


NEWSPAPER ADVERTISING IN 1930 


1930 1929 Loss 
In thousands of lines 

New York 158,050 181,444 23,394 
Chicago 75,761 90,451 14,689 
Philadelphia 70,542 79,944 9,402 
Detroit 52,435 65,199 12,763 
Cleveland 39,129 45,150 6,021 
St. Louis 41,476 49,662 8,186 
ERR MEN ere elena es 59,251 66,396 7,144 
NS ial cece neues 45,272 48,184 2,911 
Los Angeles 65,465 76,234 10,769 
Buffalo 32,903 41,921 9,017 
NN Ee renee meaner 45,942 49,046 3,104 
OE a ee 31,231 36,779 5,547 
ee 48,099 51,789 3,690 
ALLS TN 38,304 43,592 5,288 
New Orleans a 38,427 43,534 5,106 
a Oe 33,237 36,825 3,587 
ES edna 32,941 36,086 3,145 
Indianapolis 30,549 37,643 7,094 
Denver 21,873 25,304 3,431 
ES ene 30,499 34,326 3,827 
Columbus 32,758 38,664 5,906 
Louisville 31,539 36,112 4,573 
St. Paul 27/435 30,440 3,005 
Oakland 25,374 28,777 3,403 
ol os a nna? Seca aiiaicua 19,873 21,395 1,521 
ES ere 26,742 32,183 5,441 
Richmond 21,168 23,299 2,130 
Dayton 30,403 34,831 4,427 
SE ee eae es 34,473 38,295 3,822 
NN So cs aegis cs 18,422 19,982 1,559 

Totals 1,259,527 1,443,503 183,916 
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ADVERTISING AGE 


Women in 
Advertising 


iis, me 


Henriette Harrison 


Philadelphia, Pa. Jan. 15— 
Mendte-Johnson, Philadelphia’s pio- 
neer all-women advertising organi- 
zation, which has been in existence 
since last September, has added a 
radio department in charge of Hen- 
riette Harrison, one of the three 


Dorothea L. Mendte 


clever young partners in the busi- 


ness. The others are Dorothéa 
Mendte, in charge of art work and 
layouts; and Marguerite Johnson, an 
expert specializing in direct mail. 
Miss Harrison, formerly with Sta- 
tion WCAU, Philadelphia, and the 
Biow Company, New York City, is 
well equipped through her extensive 
experience to superintend the han- 
dling of any branch of radio, includ- 
ing continuity, production and copy. 
She recently finished a national 
program entitled “Radio Follies,” 
which is a half-hour broadcast with 
a new headliner each week and se- 
lected hits from Broadway shows, 
three commercial announcements be- 
ing made at each broadcast. Eddie 
Cantor was one of the headliners 
and Norman Brokenshire was mas- 
ter of ceremonies. Such satisfactory 
reaction resulted from these produc- 
tions that Mendte-Johnson is plan- 
ning to broadcast from Philadelphia 
along somewhat similar lines. 
“Radio Follies,” explained Miss 
Harrison, “was unusual in having 
forty individual sponsors in as many 


cities, instead of a single sponsor in| C 


New York. Our new agency is plan- 
ning ‘syndicate broadcasting,’ con- 
sisting of a national network of 
broadcasting. The agency would 
buy the time and each sponsor would 
pay so much for local rights.” 

The all-women agency came about 
through all being members of the 
Philadelphia Club of Advertising 
Women, their frequent meetings in 
consequence and the dawning con- 
viction that because of the larger 
place in advertising being assumed 
by women, there would not only be 
an opening for such a novel organi- 
zation in Philadelphia, but a posi- 
tively remunerative niche. Before 
actual formation of the partnership, 


Marguerite R. Johnson 


the young women had been thus con- 
sidering it for some time. 

“And then,” said Miss Harrison, 
“we had the encouragement and en- 
thusiasm of a number of business 
men who thought as we did.” 

The agency has quarters at 254 
South Sixteenth street. Among the 
accounts being handled are those of 
a number of fashionable gown shops, 
such as The Bobette Shop, Jean 
Kressin and Maison Jual; and the 
direct mail for Perry & Co., a large 
concern retailing men’s wear. 

Miss Mendte formerly was with 
the Al Paul Lefton Co., advertising 
agency and also served as advertis- 
ing manager for The House of 
Wenger, women’s fashionable ap- 
parel, and the Engel Gown Shop. 

Miss Johnson, who is an indexo- 
graph expert, has had long experi- 
ence in handling the direct mail for 
Perry & Co.; did contacting work— 
unusual for a woman—for numerous 
accounts and has had the satisfac- 
tion of receiving, from her person- 
ality letters, almost 100 per cent re- 
plies, many of them favorable. She 
formerly was advertising manager 
for an investment house and has had 
a broad experience in advertising 
stocks and bonds. 

When the Association of National 
Advertisers recently met in Wash- 
ington, Miss Mendte and Miss Har- 
rison flew there in a plane piloted by 
Amelia Earhart, who is an honorary 
member of the Philadelphia Club of 
Advertising Women. 


Moxie Merges 

The Moxie Company, the Moxie 
Company of America, and the Pure- 
oxia Company have merged into The 
Moxie Company, with Frank M. 
Archer as chairman of the board 
and general manager. 

An intensive nation-wide develop- 
ment campaign will be staged for 
the beverage, with Dorrance, Sulli- 
van & Co., New York, in charge. 


Ritchie Joins Agency 

Arthur J. Ritchie, former editor 
of the Seattle Star, has become vice- 
president of the Western Agency, 
Inc., Seattle. 

Shelby C. Cole, formerly of the 
editorial staff of the San Francisco 
Call-Bulletin, is the agency’s new 
production manager. 


Barr’s New Work 


_ Arthur M. Barr has joined Corn- 
ing, Inc., St. Paul, where he will be 
in charge of direct mail. 

The agency was recently appointed 
by the Brooks Parlor Furniture Co., 
Minneapolis, and the United States 
Bedding Co., St. Paul. 


Joins Hewes & Potter 

James C. Higgins, former vice- 
president of Wall, Keller, McKee 
o., neckwear manufacturers of 
North Adams, Mass., has become 
field supervisor of sales for Hewes 
& Potter, Boston, Spur ties. 


Gets Shoe Account 
The Bob Smart Shoe Company, 
Milwaukee, has appointed the Sam- 
uel C. Croot Company, New York. 
The advertising in magazines, busi- 
ness papers and direct mail will be 
increased. 


Represent Daily 
Scheerer, Inc., New York, has 
been appointed national advertising 
representatives for the Elwood 
(Ind.) Call-Leader, effective Febru- 


ary 1. 


Independents 
Are Big Factor 


in Four Cities 


Washington, D. C., Jan. 22—In 
addition to a host of smaller cities, 
the Bureau of the Census has re- 
leased reports of the 1929 census 
of distribution in Portland, Oreg., 
Sacramento, Calif., Salt Lake City, 
Utah, and Denver, Colo. 

Retail business of Portland in 
1929 aggregated $211,750,000. The 
general merchandise group did 20.71 
per cent; food group, 20.70 per cent; 
automotive, 19.37 per cent; apparel, 
8.08 per cent; lumber and building, 
5.74 per cent; restaurants and eat- 
ing places, 5.70 per cent; furniture 
and household group, 4.44 per cent, 
and all other stores, 15.26 per cent. 
In marked contrast with Chicago, 
where chains garner nearly 50 per 
cent of the business, local multi- 
units and sectional and national 
chains got but 19 per cent of the 
total retail business, with 65 per 
cent handled by single-store inde- 
pendents. 

In Salt Lake City, the total retail 
volume is $93,000,000. The chains 
get 26 per cent and single store in- 
dependents 58 per cent. 

The total for Denver is $224,000,- 


000, chains getting 18 per cent and 
single store independents 66 per 
cent. 

Sacramento’s total is $73,006,000. 
Chains get 26 per cent and inde- 
pendents, 63 per cent. 


Expands Broadcast 

The R. J. Reynolds Tobacco Com- 
pany will add 16 stations to its 
hook-up for the Wednesday Camel 
Pleasure Hour, beginning January 
28, bringing the network up to 36 
stations. 

There will be two separate broad- 
casts of the program, the first from 
9:30 to 10:30, and the second from 
11:15 to 12:15. 


In Agency Field 
Oscar James Vogl has become 
vice-president of the Roger Williams 
Company, Cleveland agency. 
has been sales manager of the 
Joseph & Feiss Company, clothing 
manufacturers. 


Has Forge Account 
George Harrison Phelps, Inc., De- 
troit, has been appointed to handle 
the advertising of the Atlas Drop 
Forge Co., Lansing, Mich. 


Weekly Changes Style 

The St. Louis Advertising Club 
Weekly has a new type dress, and 
will be printed on a different shade 


of pastel stock every week. 


He 


Harvard Award 
Winner Dies 
in New York 


Pelham, N. Y., Jan. 21—Funeral 
services for Robert Anderson 
Holmes, vice-president of the Crofut 
& Knapp Company and Dobbs & 
Co., of New York, and winner of 
one of the 1929 Harvard Awards, 
were held here today. 

Mr. Holmes died at his home here 
Tuesday after a brief illness. 

Mr. Holmes spent 40 years with 
the Crofut & Knapp Company, and 
was a director, as well as sales man- 
ager for that company and Dobbs. 
In his work as sales manager, he 
was keenly interested in the poten- 
tialities of advertising and for some 
years had charge of this work. 

In 1929, he won the Harvard 
Award for the most effective use of 
typography in an advertisement for 
Dobbs & Co., with recognition to his 
son, Robert A. Holmes, Jr., and the 
Harbor Press. 

Mr. Holmes, Jr., has since become 
advertising manager of both Dobbs 
and Crofut & Knapp. 


Gartland Makes Change 

I. L. Gartland, identified with the 
paper industry for many years, has 
become sales manager of the North- 
west Paper Co., Cloquet, Minn. 


Liberty's 


RANK W. HARWOOD, 
formerly advertising di- 
rector of the American To- 
bacco Company, was asked 
to come to Liberty Magazine 
as advertising counsel, to 
analyze Liberty’s advertising 
situation. Mr. Harwood 
has been for years a very 
large buyer of advertising 
space. He is particularly well 
equipped to advise. 


Mr. Harwoop has made 
the following report: 

“T find that the sum of 
Liberty’s great contributions 


lower advertising costs. 
“Concentration of circu- 
lation in the cities, where 
sales are greater and sales 
costs lower, means the least 
possible advertising waste. 
“99% single copy sales 
mean at least 99% reading 
of every copy. Again elimi- 
nation of waste. 
“Increasing circulation, 
without increasing rates. 
This gives Liberty advertis- 
ers the lowest advertising 
cost of any major magazine. 
““Whole family appeal has 
increased family readership 
so that the advertiser reaches 
both men and women—a vi- 
tal factor in the sale of most 


to advertising has been to 


great contributions to 


ADVERTISING” 


Frank W. Harwoop 


merchandise. 

‘‘Liberty’s policy of 
makeup which provides the 
greatest possible visibility is 
another important factor in 
advertising economy. 

“Full circulation in sum- 
mer—again providing the 
consistent, year ’round ad- 
vertiser with all the circula- 
tion he is entitled to, no mat- 
ter at what time of the year 
his advertisements appear. 

“A yearly guarantee of 
circulation, thus giving the 
advertiser advance assur- 
ance of the circulation his 
advertising will receive. 

“T have found that every 
one of these established ad- 
vertising policies operates to 
give the advertiser the great- 
est possible return for his 
money. Liberty’s amazing 
hold on the public is shown 
by the fact that every week 
throughout the year nearly 
2,500,000 persons buy a 
copy from newsstand or boy 
salesman.” 


Mr. Harwoop now goes 
from Liberty to become vice 
president of the firm of Len- 
nen & Mitchell, Inc., adver- 
tising agency. Liberty wishes 
him all success and happiness 
in his new work. 
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ADVERTISING AGE 


January 24, 1931 


Increase Appropriation 


Additions to the fund make $176,- 
000 available for advertising Seattle 
and the Pacific Northwest. News- 
pevere and national magazines will 

e used by the J. William Sheets 
Advertising Agency, of Seattle. 


Agency for Signs 


The Cincinnati (O.) Advertising 
Products Co., manufacturer of glass 
advertising globes and glass signs, 
has placed its account with the 
Keelor & Stites Co., Cincinnati. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ; 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 
dustrial circles. 


The 
Ambassador 


PARK AVENUE at 51st STREET 
NEW YORK 


ATLANTIC CITY LOS ANGELES PALM BEACH 


HUMAN INTEREST 
THEME RETAINED 
BY BLUE RIBBON 


‘Famous Paintings Used in 900 
| Newspapers 


While the Blue Ribbon Malt Ex- 
tract Company, of Chicago, will add 
radio to its 1931 program, news- 
paper advertising, featuring paint- 
ings by William Meade Prince will 
continue to be the backbone of the 
campaign. A minimum of one 330- 
line insertion per week goes to 900 
newspapers. 


This famous artist has been given 
wide latitude in his selections of 
subjects, the company’s _ slogan, 
“Wherever you go you find Blue 
Ribbon Malt,” providing the neces- 
sary hook-up. 

The weekly radio series will be- 
gin February 3 over the Columbia 
Broadcasting System, featuring 
Richy Craig, Jr. 

Listeners will be asked to contrib- 
ute gags, and will be rewarded with 
a “Blue Ribbon Malt Jester Joke- 
book.” The contributor sending in 
the best contribution of the week 
will receive a case of the company’s 
product and a radio’d acknowledg- 
ment. 


The company has built up a large 
mailing list of radio listeners by 
offering pictures of sport celebrities 
in connection with its sponsorship 
of a sports summary over WMAQ. 
A circular letter, in which Mr. Craig 
makes some promises, will be mailed 
to the list announcing the new pro- 
gram. In part, it reads as follows: 


“If you will listen in, I promise 
not to play the saxophone or sing: 
‘I’m Just a Vagabond Monologist’. 


“Please do not let the fact that 
this is coming from Chicago bias 
your opinion—because Chicago is 
not as bad as some people think it 
is. I have an aunt living there who 
never killed anybody. 

“As I have previously said, the 
radio is something new to me, al- 
though I have an uncle who is 
a radio announcer, and his wife 
doesn’t speak English, either.” 


To Use Newspapers 
The Western Washington Opto- 
metric Association, Seattle, will use 
newspaper advertising to carry an 
educational campaign to the public. 
Dr. J. R. Binyon is publicity com- 


mittee chairman. 


One of the paintings in 


“DOWN SOUTH” 


the Blue Ribbon series. 


Bullis Transfers to 


New Business Branch 
Elmer E. Bullis, for 30 years 
space buyer for Lord &-Thomas and 
Logan in Chicago, has been trans- 
ferred to the new business depart- 
ment in this agency. The national 
reputation among advertising men 
achieved during this period and his 
long experience in advertising makes 
Mr. Bullis ideal for this new work, 
the agency believes. 

Mr. Bullis joined Lord & Thomas 
in 1899 when advertising was in 
its infancy. When Mr. Bullis first 
entered the advertising field, Lord & 
Thomas was one of the few adver- 
tising agencies in existence. 


Wrightson Succeeds 


Fowler with Simmons 
Following the _ resignation of 
George S. Fowler as vice-president 
in charge of sales for the Simmons 
Company, furniture manufacturers 
of Chicago, G. D. Wrightson has 
assumed that office. 

Mr. Wrightson also continues as 
assistant general manager. 

Prior to joining the Simmons 
Company three years ago, Mr. Fow- 
ler was a vice-president of the J. 
Walter Thompson Company. 


End Comes for Pierce 

Frank Hutches Pierce, Sr., 66, 
for 18 years advertising manager 
of the Washington Post, died sud- 
denly January 14. After leaving the 
Post he was in business for himself 
as a printer. 


Joins Southwest 
E. Poston Hamilton, well known 
advertising man of Dallas, Texas, 
has joined the Southwest Printing 


Society Chief 
Beneficiary of 


Advertising 


Washington, D. C., Jan. 22—Ad- 
vertising “begets stability in busi- 
ness and assures the laborer his 
job,” and the greatest benefit from 
it accrues to society in general, 
Samuel R. McKelvie, member of the 
Federal Farm Board, told the Ad- 
vertising Club of Washington Janu- 
ary 20. 

“Advertising is insurance,” com- 
mented Mr. McKelvie. “Good will 
in business has a definite, tangible 
value. This element is born not only 
of honest services that have been 
rendered, but of the knowledge the 
public has of those services. 

“The concern that manufactures 
and sells a good product finds its 
problem of financing distinctly sim- 
plified by the good will that has 
been built up through honest adver- 
tising. Of even greater importance 
is the insurance value that advertis- 
ing has to the public. From the 
most selfish motives of good busi- 
ness the concern that advertises 
cannot afford to put out a dishonest 
product. 

“Advertising has made a distinct 
contribution to the better use of the 
written or spoken word. No one 
who spends good money for space in 
the newspapers or magazines can 
afford to waste words. 

“The best advertisements are di- 
rect, concise and carefully written. 
The reader of an advertisement does 


Co., of that city. 


not have to wade through columns 


Advertising 
Plates 


PP & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


°P & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Electrotypes 
Nieckeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Gompany 


LLOYD C. PARTRIDGE, President 


712 Federal Street - Chicago 


Travelers Are 
Really Flying 
American Airways, Inc., sub- 
sidiary of the Aviation Corpo- 
ration, carried 60,074 passen- 


gers in 1930, compared with 
17,819 in 1929. 


The company’s planes flew 
almost 7,000,000 miles with 
passengers and 1,230,000 
pounds of mail. 


of material in order to get the 
essential facts. 

“In this connection full credit 
must be given to the contributions 
that have been made to art. To say 
that the illustrations of many of 
the present day advertisements are 
works of art is to express a well 
known truth. Therefore, the cul- 
tural values of advertising are con- 
stantly reflected in the finer appre- 
ciation the public has of the arts.” 


Rosengren Joins 
Photoplay Staff 


William R. Rosengren has been 
appointed assistant business man- 
ager of Photoplay Magazine, Chi- 
cago. He has been with the organ- 
ization for 16 years, and is adver- 
tising manager of Opportunity Mag- 


azine. 

John K. Wilson has become West- 
ern advertising manager of the lat- 
ter, while Thomas L. Smith will 
have charge of the Eastern terri- 
wey, with headquarters in New 

ork, 


St. Louis Industrial 


Advertisers Organize 
St. Louis industrial advertisers, 
hitherto meeting as the Industrial 
Advertising Division of the Adver- 
tising Club of St. Louis, have reor- 
ganized as the Industrial Market- 
ing Council. 
Officers are: president, George G. 
Sears, McGraw-Hill Pub. Co.; vice- 
president, Walter Siegerist, Midwest 
Piping & Supply Co.; secretary- 
treasurer, C. B. Dietrich, Wagner 
Electric Corporation. 


ODAY they are teen 

age girls, forming 

their life-time prefer- 
ences and buying Sabin. 
Today you can persuade 
them with your advertising 
message at a fraction of the 
expense involved in trying, 
later, to alter their fixed 
opinions. 

Soon, very soon, these 
girls will be the home 
makers of tomorrow. They, 
and their mothers, are now 
reading THE AMERICAN 
GIRL. Why not make us 
prove this 


Tle (7. 
Ameri“anGirl 
THE MAGAZINE FOR ALL GIRLS 


Published by Girl Scouts, Inc. 
670 Lexington Ave., New York 
S. E. MCKEOWN 
Business Manager 


Chicago 
POWERS & STONE, Inc. 
First Nat’l Bank Bldg. 


N. Y. State & N. E. 
Powers & Stone, Inc. 
369 Lexington Ave., N.Y. C. 
Philadelphia 
HARRY E. HYDE 
548 Drexel Building 
MEMBER A.B.C. 
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Information 
for Advertisers 


(Continued from Page 4) 


home and house furnishings account 
for 26.3 per cent of sales. How 
these sales are divided is one of the 
interesting presentations offered by 
Retailing. 


176. The Golf Market. 

Golfdom, Chicago, has completed 
its annual survey of what has hap- 
pened among the golf links of the 
country and stated the facts in an 
eight-page booklet. 


187. A Pictorial Survey of the Ho- 
tel and Restaurant Markets. 


Two big sections of the enormous 
institutional market are here pre- 
sented in interesting style in a 36- 
page booklet. The contents include 
number and distribution of hotels 
and restaurants,: buying methods, 
sales methods, etc. Issued by the 
Ahrens Publishing Company, New 
York. 


84. This Man the Architect. 
What are the functions of the ar- 
chitect? Just where does he fit in? 
What is his influence? What does 
he buy? These are some of the 
questions answered in this tiny 
booklet by Charles Scribner’s Sons. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


186. Steel—Basic to Industry. 

Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 82 pages. It 
also tells how this 17 billion dollar 
market is divided. 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in Iowa—41 all told. 


REDUCE YOUR COST 
OF SELLING Pn Bteret 


Letters, Post Cards, 
Folders, Blotters, Booklets, Catalogs, ete., etc. 
Postage and Th 


ly since 1915—is = 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. Full of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


Postage and Mailbag $,25th, Street 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 


Confidential, painstaking attention to the indi 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employment 
agency law, our methods are unlike any other 
agency. 


ieee A — SERVICE 


gency 
Chrysler, Prop. 
ew York Murray Hill 1048* 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 


100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 

MULTIGRAPHING, MAILING 


Gurn 
527 Fifth Avenue, 


FOR RELIABLE 


} Photoprint Service 


, r.a. RUSSO we. 


230 PARK AVENUE 


> sor. 42nd St. 250 W. 57th St. | 
V ANderbilt,3—9975 


Rules on Premiums 


Are Revised by A.B.C. 


(Continued from Page 1) 
accord with the findings of the 
auditor. 

“This statement shall be in all re- 
spects in the same form as the reg- 
ular Publisher’s Statement except 
that instead of ‘Publisher’s State- 
ment’ it shall be headed ‘Special 
Six Months Statement’ and for the 
words ‘This statement by the pub- 
lisher is subject to annual audit 
by the Audit Bureau of Circula- 
tions’ shall be substituted the words: 
‘This statement has been verified by 
the Audit Bureau of Circulations.’ 

“Instead of ‘For Audit Report re- 
fer to latest white paper form’ shall 
be substituted ‘For Audit Report of 
the entire audit period, of which this 
verified statement covers a part, see 
white paper form.’ 

“The publisher may appeal to 
the Board of Directors in protest 
against the issuance of the special 
six months statement and such ap- 
peal, if filed within one month from 
the close of the period involved, 
shall serve to arrest issuance of the 
special six months statement and of 
the Audit Report until the board 
shall have rendered its decision. 


“In case of such appeal a bulle- 
tin shall be issued saying: ‘Release 
of Publisher’s Statement for the 
period ending (date) and of Audit 
Report for the period ending (date) 
has been automatically postponed 
by appeal of the publisher to the 
Board of Directors.’ 


Safeguards on Statements 


“If an Audit Report shows dis- 
crepancies of more than 2 per cent 
between the auditor’s findings and 
the Publisher’s Statements for the 
period audited, the Publisher’s State- 
ments or special six months state- 
ments for the ensuing audit period 
shall repeat from the last preceding 
Audit Report the paragraph that 
sets forth the facts concerning the 
discrepancies. 

“In case a publication is under 
suspension at the time when Pub- 
lisher’s Statement is due to be re- 
leased, a regular Publisher’s State- 
ment form shall be released but 
instead of figures or other data 
there shall be printed across the 
face of the blank form ‘This pub- 
lication is under suspension of serv- 
ice.’ 

“In case suspension of a publica- 
tion is lifted through release of a 
Publisher’s Statement the fact that 
the issuance of this Publisher’s 
Statement lifts the suspension shall 
be noted in the statement. This re- 
quirement is in addition to the pro- 
visions of Paragraph 1 of this rule. 

“When two successive audits have 
shown adjustments in Publisher’s 
Statements exceeding 5 per cent, 
and it appears to the Managing Di- 
rector from all the circumstances 
that by exercise of the reasonable 
care required of all members, the 
vublisher could have made his Pub- 
lisher’s Statement accord more 
nearly with the facts as found by 
the auditor, the publisher shall not 
be allowed to claim in his next Pub- 
lisher’s Statement a larger total net 
paid circulation than was shown in 
the latest Audit Report. 

“When adjustments have ap- 
peared in Audit Reports for three 
or more successive years in propor- 
tions that are of importance, either 
to advertisers or to competing mem- 
bers, the Board of Directors shall 
take such action as the directors 
may determine to be necessary to in- 
sure the substantial accuracy of the 
offender’s Publisher’s Statements in 
the future. > 

“Tf, however, it should appear to 
the Board of Directors, after ade- 
quate investigation and hearing, 
that the attitude of the offender has 
been such as to make useless further 
effort to bring his practices into ac- 
cord with the objects of the Bureau 
he shall be expelled from member- 
ship.” 


The following rules on subscrip- 
tion prices were adopted: 


Regular Prices 

“Every publication must publish 
in each of its issues its regular basic 
subscription price. 

“The regular basic price, as pub- 
lished, together with regular differ- 
ential prices, if any, must be re- 
ported in the semi-annual Publish- 
er’s Statement. No prices other than 
those so reported shall be recog- 
nized by the Bureau as regular 
prices. 

“Any discrepancy between prices 
reported in a Publisher’s Statement 
and prices published in the publica- 
tion during the period for which the 
statement was made shall be noted 
in the Audit Report. 

“In determining whether or not a 
subscription taken or copy sold is 
paid according to the standards set 
up by the rules of the Bureau, ‘reg- 
ular advertised price’ shall be the 
price or prices appearing in the 
issue of the publication current on 
the date the subscription was taken 
or the sale made; or, in case of a 
regular differential price which has 
been omitted from the publication, 
the only price considered by the 
Bureau as the regular advertised 
price applying to the conditions 
underlying the differential shall be 
the differential price reported in the 
last previous Publisher’s Statement 
applying to the same conditions. 

“Applicants for membership shall 
be required to file with their appli- 
cation copies of the publication 
issued for which the initial Pub- 
lisher’s Statement will be filed or 
audit made. Applicant shall not be 
admitted for membership until such 
time as the provision of Paragraph 
1 of this section is complied with. 

“Applicant shall also file with the 
Bureau all differential prices quoted 
to prospective subscribers during the 
period for which the initial Publish- 
er’s Statement is to be made. In 
case no record is available to indi- 
cate a public announcement of estab- 
lished differential prices, the price 
reported in the initial Publisher’s 
Statement or initial Audit Report 
as regular price shall be the highest 
price at which subscriptions were 
found to have been taken for that 
class of business.” 


Membership Changes 

The board voted to drop from 
membership Callender and Lynch, 
Inc., New York. Candy, Brooklyn, 
N. Y.; Dance Magazine, New York, 
and Goblin, Montreal, were also 
dropped from membership. 

The following advertiser candi- 
dates were elected to membership: 

Celanese Corporation of America, 
Metropolitan Life Insurance Com- 
pany and National Dairy Products 
Corporation, all of New York. 

Four magazines and three busi- 
ness papers—Screen Play, Minneapo- 


lis, Minn.; Modern Screen Magazine | . 


and Modern Love Magazine, New 
York; Real Detective Tales & Mys- 
tery Stories, Chicago; Western Love 
Stories (Newsstand Group), New 
York; American Artisan, Chicago; 
Giftwares and Decorative Furnish- 
ings, New York, and Electronics, 
New York, N. Y.—were elected, and 
upon release of Audit Reports or 
Publisher’s Statements, will be ad- 
mitted to membership. 

Five daily newspapers have quali- 
fied for membership since the last 
meeting of the Board and are now 
members. They are: 

New Jersey Freie Zeitung, New- 
ark, N. J.; Detroit Daily, Detroit, 
Mich.; Rushville Telegram, Rush- 
ville, Ind.; Hvening Telegram, Al- 
bert Lea, Minn.; Lancaster Daily 
Gazette, Lancaster, Ohio. 


Syman Resigns 
Stanley Syman has om as 
sales manager of the H. Saddle- 
mire Organization, New Vor. and 
is to return to newspaper work. He 
has been an advertising executive 
with the Hearst organization, the 


New York Evening Post and other “ 


newspapers. 


Classified 


Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 


ment, the minimum charge being $2. 


SITUATION WANTED 


Secretary - Stenographer - Corre- 
spondent—I am the publisher of sev- 
and the 
young lady I am trying to place 
was my private secretary and as- 
sistant for nine years. She handled 
a major share of the correspondence 
on her own initiative, saw to it that 
the papers came out on time, that 
salesmen’s calls were followed up, 
that promotion literature went out 
—so that she was really office man- 
ager as well as private secretary. 
She is available only because I am 
retiring from active management, 
and she will be a find for anyone 
that can use her. I recommend her 
unqualifiedly. Box 15, 407 Graybar 


eral business magazines, 


Bldg., New York City. 


Collamore to Direct 


Majestic Radio Sales 
Chicago, 
manufacturer of radios and electric 
refrigerators, has appointed Vernon 
W. Collamore general sales man- 
Collamore has been in 
charge of radio sales for the At- 
water Kent Manufacturing Co. and 


The Grigsby-Grunow Co., 


ager. Mr. 


the R. C. A. Victor Co. 


H. E. Young of the Majestic or- 
ganization will continue in charge 


of refrigerator sales. 


Appoint Agency 


for Ray-O-Vac 


The French Battery Company, 
Madison, Wis., has appointed Side- 
ner Van Riper & Keeling, Inc., In- 
dianapolis. Products include Ray- O- 
Vac flashlights, radio and ignition 
batteries. 


“National Builders 


Catalog” Is Sold 


Industrial Publications, Inc., Chi- 
cago, has taken over the National 
Builders Catalog, hitherto published 
by National Trade Journals, Inc., 
New York. 


Directs Pick Sales 


Nat C. Bloch has been appointed 
Chicago manager for the Albert 
Pick-Barth Company, of that city. 
He has been general operating man- 
ager. 


Agency Expands 
After ten years in the Henshaw 
building, the Curtis-Sanders Adver- 
tising Agency, Oakland, Cal., has 
moved to larger quarters in the 
Latham Square building. 


Grand Rapids Club 


Increases Dues 


Effective February 1, dues in the 
Advertising Club of Grand . Rapids 
will be eee from $12.50 to $15 


cAnnouncing 


The Consolidation of 


BEACH & POOL 
MAGA INE 
wit 


AQUATICS 


Beginning with the March issue 
the Swimming Pool and Bathing 
Beach Industries will be served 
by the united effort and facilities 
of the two present publications 
in the field under the name of 


BEACH & POOL 


and 


AQUATICS 


Published by 
HOFFMAN TCA TES 


114 E. 32nd St. 
New York, N. Y. 


@ ADVERTISING 
CALENDARS 


Cal- 
endars. 
. } — eat Dealer . Calen- 
‘ ya Imprint Calendars, 


. . Postage Saving Features. 
. . Special Calendars to order. 


PROPER PREPARATION 
AND SERVICE 
Give us an idea of your prefer- 


ences and we will send samples— 
no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


N the strict basis of unit cov- 

erage of hospital buying 
power per dollar; on a basis of 
visibility of advertising; on a basis 
of editorial leadership, Hosprrau 
MANAGEMENT is the best buy in 
the hospital field. Ask for the new 
folder that tells the whole story. 


HOSPITAL 
MANAGEMENT 


537 South Dearborn Street, Chicago 


The ONLY 
of both the 


member 


the MBLC. ‘aa A B.P. 


Adver 


WOOLWO 


TIMES BLDG. 


PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
4920 Lexington Avenue 


tising Ag A 


THE NATIONAL NEWSPAPER OF $/\8 
may be purchased at the following News- 


stands in New York City: 


RTH BUILDING 


, TIMES SQUARE 


everybody reads the 


a | 
i 
' 


“ 
news. 
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INVADE HAUNTS 
OF LUMBERJACK 
FOR FOOD COPY 


How Syrup “Campaign Came 
Into Being 


New York, Jan. 22—The care 
with which modern advertising copy 
is prepared is exemplified by the 
current campaign of Penick and 
Ford, Ltd., for its Vermont Maid 
syrup. 

It was decided to feature a 
hungry lumberjack in this winter’s 
campaign, on the assumption that 
animal hunger is a great common 
denominator that appeals alike to 
the sophisticated urbanite and the 
simple roughneck. 

However, it was vital that the at- 
mosphere of the woods and the cook 
shack of the lumber camp be accu- 
rately transferred to the copy, and 
Miss Helen Brown, copy writer, and 
Clarence Welsh, photographer for 
the J. Walter Thompson Company, 
in charge of the account, hied them- 
selves off to Grindstone, Maine, 
where the Northern Paper Company 
maintains a camp. 


Learn About Lumberjacks 


From the lumberjacks attending 
this camp, Miss Brown learned how 
a man who has put in some hard 
physical licks wolfs his food without 
ceremony. Mr. Welsh used up a lot 
of negatives in shooting the boys at 
their favorite exercise. 

He also invaded the sacred pre- 
cincts of the kitchen to get some 
action shots of Bill McCarthy, the 
camp took. Mr. McCarthy and his 
rugged features are being used to 
advantage in most of the Penick and 
Ford copy. 

The results, running at times in 
color, but more often in black and 
white, the more accurately to por- 
tray the pointed actions of a lum- 
berjack preparing for a hard day, is 
running in the Ladies’ Home Jour- 
nal, Good Housekeeping, Woman’s 
Home Companion, Pictorial Review, 
McCall’s Magazine, True Story, and 
the Saturday Evening Post. 


Colonel Miller 
Leaves Kittredge 


Colonel E. T. Miller, at one time 
manager of the United Typothetae 
of America, has disposed of his 
holdings in R. J. Kittredge & Co., 
Chicago, and resigned as president 
and general manager. 


Predicts Big Gain 
in 1931 Tire Sales 


A survey by the Union Trust 
Company of Cleveland, fixes 1931 
sales of casings at 61 million, 14 
per cent above the 1930 figure. 

This total will be about 9 million 
below the record-breaking 1929 sales. 


Serve “Billboard” 


The Billboard, Cincinnati, has ap- 
pointed Carmanpin—New England, 
Boston, as New England representa- 
tive, and Robert P. Smith, Cleve- 
land, to the Northern Mid-West ter- 
ritory. 


Dauchy Moves 

The Dauchy Company, New York, 
moved to the new Central-Hanover 
Bank Building, 271 Church S&t., 
January 22. The telephone number 
is Walker 5-2268. 

The Dauchy Company is the oldest 
advertising agency in the United 
States, dating back to 1867. It is a 
charter member of the American 
Association of Advertising Agencies. 


Bakers Tie In 


The Milwaukee Master Bakers’ 
Association will use Station WISN 
in 15-minute Monday broadcasts to 
follow the Fleischmann program. 


Rose Joins Buchen 
Howard W. Rose has left the Mc- 
Graw-Hill Publishing Company to 
become a space buyer for the Bu- 
chen Company, Chicago. 


SHOWING CITY CHAP PROPER SYRUP 
TECHNIQUE 


TELL City 


Nisan Uibidos Lumberjacks 


Men HOW TO EAT THEIR 


Two Big Accounts 
Change Agencies 
The advertising account of 
the radio division of the Gen- 
eral Electric Co., hitherto han- 
dled by Lord & Thomas and 
Logan, goes to Young & Rubi- 
cam, New York, on April Ist. 
The advertising of the Fire- 
stone Tire & Rubber Co. has 
been transferred from Critch- 
field & Co. to Batten, Barton, 
Durstine & Osborn. 


ALN. A. ANALYZES 
APPROPRIATIONS 


New York, Jan. 23.—An analysis 
of the 1929 and 1930 budgets of 506 
national advertisers, made by the 
Association of National Advertisers, 
indicates that the majority deter- 
mined their 1930 advertising appro- 
priation on a “percentage of sales 
basis.” , 

The report shows the number of 
advertisers who used as a basis a 
percentage of sales for 1929, a per- 
centage of estimated sales for 1930, 
a combination of 1929 sales and 
estimated sales for 1930, the esti- 
mated amount needed for an 
accurate campaign, and _ various 
other methods. 

A tabulation of advertising me- 
diums, in order according to the 
total number of users and without 
regard to the amount of money 
spent, indicates that more advertis- 
ers use direct mail than any other 
medium. Magazines come next, fol- 
lowed by dealer helps and displays, 
business papers and newspapers. 

Out of 140 companies using radio, 
50 per cent increased the expendi- 
ture in 1930 over 1929, as compared 
with 24 per cent who reduced or 
discontinued the radio appropriation 
during the same period. The re- 
maining 26 per cent maintained the 
same radio appropriation in 1930 as 
in 1929. 

William A. Hart, director of ad- 
vertising, E. I. du Pont de Nemours 
& Co., Wilmington, Del., is chairman 
of the A. N. A. committee in charge 
of the study. 


Sieck Incorporates 
H. Charles Sieck, Los Angeles ad- 
vertising agent, has incorporated his 
business. The agency recently affili- 
ated with others in New York, St. 
Paul and London. 
H. Charles Sieck is president; 
Mrs. M. B. Sieck, vice president, and 
C. Harold Sexsmith, secretary. 


Marcus Joins 


“The Telegram” 
Harry Marcus, publisher of the 


7 Shopping News, Portland, Ore., has 


been appointed advertising director 
of The Portland Telegram, coinci- 
dental with its absorption of the 


News. 


Issue Reports 
on Distribution 
in 3 Industries 


Washington, D. C., Jan. 22— 
Manufacturers of billiard and pool 
tables, bowling alleys and acces- 
sories sell principally to manufac- 
turers’ sales branches and whole- 
salers, according to the Bureau of 
the Census. Of total sales of $8,- 
500,000 in 1929, 88.3 per cent went 
through this channel. 

Sales to retailers accounted for 
8.6 per cent of the total, and to con- 
sumers, 3.1 per cent. 

Wholesalers were also the domi- 
nant factor in the distribution of 
the $29,962,000 worth of wall paper 
sold in 1929. They took 67.0 per 
cent of the total, while sales to re- 
tailers accounted for 32.8 per cent, 
and to consumers, 0.2 per cent. 

The largest part of sales of alu- 
minum products (aluminum ware, 
motor vehicle accessories and parts, 
castings, rolled forms, wire ingots, 
etc.) went to industrial consumers, 
who took 76.0 per cent of the total 
of $152,621,000. 

Retailers bought 15.0 per cent, 
wholesalers, 7.4 per cent and home 
consumers, 1.6 per cent. 

The percentage of this total sold 
through manufacturers’ agents, 
selling agents, brokers and commis- 
sion houses was 2.2. 


Tubes Included 
in Prices on 


G. M. Radios 


Dayton, O., Jan. 283—R. J. Em- 
mert, president and general man- 
ager of the General Motors Radio 
Corporation, announced that all fu- 
ture prices quoted will include Radio- 
trons. 


Prices will range from $74.60 to 
$270 under this policy. 

“We are making this change,” said 
Mr. Emmert, “because a purchaser 
must buy tubes to make the set oper- 
ative, and we believe he should be 
quoted a price which includes tubes. 

“This step will eliminate the con- 
fusion regarding the total price the 
prospective buyer must pay in order 
to get the set complete and ready 
for operation. 


“Eight Radiotrons are furnished 
for the AC, console models, and six 
for the ‘Little General’ clock-size 
radio.” 

Under the new method of listing, 
complete with Radiotrons, prices of 
General Motors radios are as fol- 
lows: “Little General,” three mod- 
els, $74.60; Hepplewhite Lowboy, 
$136; Sheraton Highboy, $152; Late 
Italian Highboy, $172; Queen Anne 
radio-phonograph, $198; Georgian 
radio-phonograph, $270; Pioneer 
self-contained battery set, $136. 


Wright Tells 
How to Utilize 
Pulaski Star.ip 


To prove his statement that the 
issuance of a new stamp stimulates 
results from direct mail by creating 
a new attention factor, John Howie 
Wright, editor of Postage and the 
Mailbag, passed out samples of the 
new Pulaski stamp at last week’s 
meeting of the Chicago Advertising 
Council. 

The stamp was accompanied by 
the suggestion that members of the 
Council use it on a card, which was 
also distributed, ordering one year’s 
subscription to the direct mail pub- 
lication. 

Reports from Brooklyn, the home 
of Mr. Wright and his paper, are 
that a large number of Chicago ad- 
vertising men availed themselves of 
his stamp and card. Perhaps, how- 
ever, they plan to double their 
money, as Postage and the Mailbag 
has a standing offer to send $4 to 
any subscriber not satisfied with his 
$2 investment at the end of the 
year. 

The new Pulaski stamps were 
printed to commemorate the 150th 
anniversary of the death of General 
Casimir Pulaski at Savannah, Ga., 
while fighting for American free- 
dom under Washington. 

Polish organizations throughout 
the country are helping create fa- 
vorable attention for the stamp and 
all that it connotes. 


Manhattan in England 

The Manhattan Shirt Company, 
New York, has appointed Magnus 
Imports, Ltd., as Great Britain 
agents for Manhattan shirts, paja- 
mas, and Mansco underwear. 

The same agency will also handle 
Britain sales for the Kaynee Com- 
pany, Cleveland, boys’ washable gar- 
ments. 


Forms Own Agency 


Frederick Victor, Jr., former di- 
rector of publicity for the Millsco 
Agency, New York, has organized 
an advertising service under his 
oe ee at 22 West 48th St., New 

ork, 


Has Flexible Cover 
With its January issue, The Mel- 
liand, New York textile paper, was 
issued in flexible, as well as cloth- 
bound covers, preference for either 
edition being optional with the sub- 
scriber. 


Baker Promoted 


I. R. Baker has been appointed 
manager of broadcast transmitter 
sales of the RCA Victor Company, 
Camden, N. J. He has been a sales- 
man in this division. 


TO DUPLICATE MOUNT 
VERNON 


Frances Wolfe 


Miss Wolfe has been entrusted 
with the task of providing interior 
decoration and furnishing for the 
replica of Mount Vernon at the 
International Colonial and Overseas 
Exposition to be held in Paris this 
summer. 

Miss Wolfe, Detroit stylist, is 
collaborating with Anne Madison 
Washington, great-great-great niece 
of General Washington, in the 
project. 


FIVE CAMPAIGNS 
HELP TEXTILES 


New York, Jan. 22—Competitive 
advertising campaigns within the 
same industry help that industry by 
increasing the size of the dollar for 
which various divisions compete, in 
the opinion of Douglas G. Woolf, 
editor of Textile World. 

Mr. Woolf had in mind the pro- 
posed silk-popularization campaign 
in the United States, to be financed 
by the Japanese Government, the 
silk filatures and exporters, with an 
annual expenditure of $600,000 a 
year for five years; the Durene 
Association, which is fostering the 
development of fabrics containing 
mercerized yarns; the styled cotton 
campaign of the Cotton-Textile In- 
stitute; the style promotion work of 
the Wool Institute, and the three- 
year program of the Spun Silk Re- 
search Committee, which has just 
been completed. 

“Some observers are alarmed at 
the competitive element in these 
programs, claiming they merely rep- 
resent a free-for-all fight among the 
various divisions of the, textile in- 
dustry for the same dollar,” com- 
mented Mr. Woolf. 

“Majority opinion, however, leads 
to the belief that these campaigns, 
if properly formulated and prose- 
cuted, can bring a new dollar into 
the industry as a whole, and that 
the division of this new dollar will 
depend upon the relative progres- 
siveness of the various branches.” 


Wrigley Buys*; 
100,000 Watches 
for Premiums 


To stimulate sales to old dealers, 
to induce new dealers to add the 
line, and to encourage dealers whose 
stock is not complete to put in a 
supply of all varieties, the Wm. 
Wrigley Jr. Company, Chicago, is 
offering a $2 “Tip Top” watch free 
with each $3.90 purchase of its 
chewing gum. The dealer may dis- 
pose of the premium in any way he 
sees fit, but the company suggests 
that he sell it and pocket the pro- 
ceeds. 


The deal was tried out in the East, 
and proved so popular that the com- 
pany bought a carload of the 
watches from the manufacturer, the 
New Haven Clock Co., with which 
to invade the Middle West territory. 
There are 100,000 watches in the 
carload, and it is said to be the 
largest single shipment of watches 
on record. 


The Wm. Wrigley Jr. Company 
frequently uses premiums such as 
razors, fountain pens and pencils, in 
connection with sales drives, and the 
results have always tended to en- 
courage such schemes. 


Philadelphia Campaign 
Uncovers Opportunities 


The Philadelphia Business Prog- 
ress Association, which has_ been 
conducting a nation-wide commu- 
nity campaign, is featuring the busi- 
ness opportunities thus brought to 
light in its local newspaper display 
advertisements. 


Parsons Makes Change 


Jordan B. Parsons, formerly sales 
manager of Mayhew Steel Products, 
Inc., Shelburne Falls, Mass., will 
henceforth function in the same ca- 

acity in New York for Forsberg 


fg. Co., as ng Conn., and 
oe menue Rule Mfg. Co., New 
ork. 


Taylor’s New Role 


Albert M. Taylor has been ap- 
pointed director of advertising and 
sales promotion of the Leonard Re- 
frigerator Company, Detroit, manu- 
facturer of both electric and ice re- 
frigerators. 

He has been advertising director 
of the Kelvinator Corporation. 
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